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The	  increasing	  awareness	  of	  health	  problems	  that	  are	  a	  consequence	  of	  obesity	  and	  a	  
sedentary	   lifestyle	  as	  well	   as	   the	   snowballing	  popularity	  of	   the	  concern	  with	  aesthetics	  have	  
been	   contributing	   to	   the	   growth	   and	   development	   of	   the	   Health	   and	   Fitness	   Industry	  
worldwide.	   Portugal	   is	   no	   exception	   and,	   especially	   due	   to	   the	   contracting	   economy,	   new	  
opportunities	   are	   emerging	   for	   this	   market.	   Moreover,	   in	   the	   past	   few	   years,	   motivations	  
towards	  physical	  activity	  have	  shifted	  and	  the	  fitness	  centers	  have	  to	  adapt	  to	  this	  change	   in	  
the	  customers’	  preferences	  and	  attitudes.	  	  
Ginásio	   Clube	   Português	   (GCP)	   requested	   a	   consulting	   project	   that	   involved	   the	  
development	  of	  recommendations	  for	  the	  Services	  Marketing	  Plan	  for	  the	  upcoming	  year	  that	  
counteracts	   the	   challenges	   stated	   above.	   The	   renowned	   Gaps	   Model	   of	   Service	   Quality,	  
developed	   by	   Parasuraman	   et	   al.	   (1985),	   was	   used	   as	   a	   starting	   point	   for	   this	   analysis	   to	  
support	   future	   recommendations,	  by	  assessing	   the	  gap	  between	  members’	  expectations	  and	  
perceptions	  of	  the	  service	  quality	  of	  GCP.	  
The	  research	  questions	  that	  emerged	  to	  respond	  to	  the	  problem	  in	  hand	  are:	  (1)	  how	  
do	  GCP	  members	  perceive	  the	  quality	  of	  this	  health	  club	  and	  what	  do	  they	  expect	  of	  such	  an	  
institution,	  (2)	  what	  is	  the	  general	  opinion	  on	  the	  practice	  of	  physical	  activity,	  especially	  in	  the	  
context	  of	  gyms	  and	  health	  clubs,	  and	  (3)	  how	  can	  GCP	  attract	  new	  members	  while	  retaining	  
the	   existing	   ones.	   The	   methodology	   adopted	   to	   answer	   these	   questions	   involved	   the	  
combination	   of	   three	   different	   research	   techniques:	   in-­‐depth	   interviews,	   mystery	   shopping	  
and	  questionnaires.	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Ginásio	  Clube	  Português	   (GCP)	  was	   founded	   in	  1875	  and	   is	   considered	  an	   important	  
reference	  in	  the	  national	  sports.	  This	  institution	  has	  an	  important	  presence	  in	  the	  Portuguese	  
Olympic	   Committee,	   especially	   in	   the	   gymnastics	   competitions.	   It	   is	   taken	   into	   high	  
consideration	  for	  being	  a	  “school”	  for	  young	  people	  aspiring	  to	  become	  distinguished	  athletes.	  
As	  the	  current	  contracting	  Portuguese	  economy	  tightens,	  it	  is	  difficult	  for	  an	  institution	  
in	   the	   leisure	   and	   sport	   industry	   to	   survive	   and	   even	   harder	   it	   is	   to	   strive.	   Despite	   the	  
contingency	  plans	   implemented,	  Ginásio	  Clube	  Português	  did	  not	   see	   improvements	   in	   their	  
accountability	   as	   the	   retention	   rate	   is	   decreasing,	   by	  way	  of	   the	  Portuguese	   families	   cutting	  
expenses.	   Furthermore,	   the	   emergence	   of	   low-­‐cost	   gyms,	   which	   comply	   with	   the	   economic	  
crisis,	  are	  creating	  a	  process	  of	  migration	  from	  the	  regular	  gyms	  to	  those.	  Thus,	  an	  increase	  in	  
price	   competition	   is	   being	   generated	   that	   is	   creating	   damages	   in	   the	   fitness	   industry	   in	  
Portugal.	  
Besides	   economic	   factors,	   there	   are	   demographic	   variables	   that	   are	   drawing	   a	  
preoccupying	   scenario	   for	   Portugal	   in	   terms	   of	   health.	   According	   to	   the	   World	   Health	  
Organization	   (WHO),	   55,3%	   of	   the	   Portuguese	   population	   aged	   20	   and	   older	   is	   overweight	  
(World	   Health	   Organization,	   2008).	   Analyzing	   the	   countries	   worldwide	   where	   studies	   were	  
made,	  the	  prevalence	  of	  overweight	  people	  goes	  from	  33,8%	  in	  Tajikistan	  to	  63,6%	  in	  Turkey.	  
A	   more	   disturbing	   indicator	   is	   the	   prevalence	   of	   obesity,	   which	   in	   Portugal	   corresponds	   to	  
21,6%.	   In	  what	  concerns	   the	  other	  countries,	   the	  values	  range	  between	  9,9%	   in	  Tajikistan	  to	  
29,3%	   in	   Turkey.	   Considering	   this	   range	   of	   values,	   Portugal	   is	   in	   a	  worrying	   situation	   as	   the	  
percentage	  of	  overweight	  population	  rises	  and	  gets	  closer	  to	  the	  maximum	  level	  observed	  in	  a	  
worldwide	  perspective.	  	  
In	  theoretical	  terms,	  WHO	  considers	  that	  an	  overweight	  person	  has	  a	  Body	  Mass	  Index	  
(BMI)	   equal	   or	   superior	   to	   25,	   and	   a	   BMI	   equal	   or	   greater	   to	   30	   corresponds	   to	   an	   obese	  
person.	  The	  main	  cause	  for	  this	  problem	  is	  a	  disproportion	  in	  the	  calories	  consumed	  versus	  the	  
calories	   expended.	   Besides	   the	   poor	   alimentary	   habits,	   overweight	   is	   often	   the	   result	   of	  
physical	   inactivity	   due	   to	   the	   increasingly	   sedentary	   nature	   of	   work,	   effortless	   means	   of	  
transportation	  and	  increasing	  urbanization.	  To	  prevent	  this	  tendency	  from	  escalating,	  regular	  
physical	  exercise	  practice	  has	  to	  be	  encouraged.	  (World	  Health	  Organization,	  2013).	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The	  aim	  of	  this	  research	  is	  the	  elaboration	  of	  strategic	  marketing	  recommendations	  for	  
the	  services	  marketing	  plan	  of	  Ginásio	  Clube	  Português	  for	  the	  next	  year.	   In	  order	  to	  achieve	  
this,	   three	   research	  questions	  were	  posed:	   (1)	  how	  do	  GCP	  members	  perceive	   the	  quality	  of	  
this	  health	  club	  and	  what	  do	  they	  expect	  of	  such	  an	  institution,	  (2)	  what	  is	  the	  general	  opinion	  
on	  the	  practice	  of	  physical	  activity,	  especially	  in	  the	  context	  of	  gyms	  and	  health	  clubs,	  and	  (3)	  
how	   can	   GCP	   attract	   new	  members	   while	   retaining	   the	   existing	   ones.	   The	   main	   challenges	  
raised	  during	  the	  consulting	  project	  were	  how	  to	  compete	  with	  the	  occupation	  of	  leisure	  time,	  
what	   can	   be	   done	   to	   improve	   the	   relationship	   and	   proximity	   of	   GCP	   members	   and	   the	  
institution,	   and	   how	   can	   an	   active	   and	   healthy	   lifestyle	   be	   promoted	   to	   the	   Portuguese	  
population.	  	  
On	  what	  concerns	  the	  scope	  of	  this	  dissertation,	  its	  relevance	  is	  essentially	  managerial	  
since	   the	  main	   findings	   lead	   to	  a	   set	  of	   recommendations	   that	   are	   linked	   to	   the	  business	  of	  
Ginásio	  Clube	  Português.	  Nevertheless,	  there	  is	  also	  an	  academic	  component	  that	  is	  reflected	  
in	  the	  analysis	  process	  through	  the	  application	  of	  specific	  research	  techniques	  and	  the	  support	  
of	  the	  whole	  project	  with	  a	  solid	  body	  of	  theoretical	  concepts	  and	  models.	  
	   This	  dissertation	  starts	  by	  presenting	  the	  main	  concepts	  and	  theories	  that	  served	  as	  a	  
basis	  for	  the	  research	  method	  throughout	  the	  consulting	  project.	  It	  is	  mostly	  directed	  towards	  
marketing	   theories,	   especially	   services	   marketing,	   as	   well	   as	   it	   sheds	   some	   light	   on	   its	  
connection	  with	  the	  sports	  industry	  that	  has	  unique	  characteristics	  worth	  clarifying.	  Then,	  the	  
research	  methodology	  adopted	  in	  the	  process	  of	  investigation	  is	  explained	  in	  detail	  in	  addition	  
to	   the	   clarification	   of	   how	   the	   collection	   and	   handling	   of	   data	   was	   processed.	   Finally,	   the	  
results	  of	  the	  research	  are	  presented	  along	  with	  the	  recommendations	  for	  the	  marketing	  plan.	  
In	  this	  final	  chapter,	  the	  reactions	  of	  the	  members	  of	  the	  Board	  of	  GCP,	  to	  whom	  this	  project	  
was	  presented,	  are	  registered	  for	  each	  of	  the	  suggestions.	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1. LITERATURE	  REVIEW	  
	   On	  what	  concerns	  the	  scope	  of	  this	  dissertation,	  it	  is	  necessary	  to	  provide	  a	  theoretical	  
background	  to	   introduce	  important	  concepts	  directly	  related	  with	  the	  subject	  and	  to	  support	  
future	  recommendations.	  It	  is	  important	  to	  highlight	  the	  understanding	  of	  marketing	  concepts,	  
specifically	  in	  the	  field	  of	  services	  marketing,	  and	  complement	  it	  with	  sports	  management.	  
1.1. MARKETING	  
As	  defined	  by	  Kotler	  et	  al.,	  2008,	  marketing	  is	  “the	  process	  by	  which	  companies	  create	  
value	   for	   customers	   and	   build	   strong	   customer	   relationships	   in	   order	   to	   capture	   value	   from	  
customers	   in	   return”.	   The	   mission	   of	   the	   companies	   is	   to	   address	   customers’	   needs	   by	  
providing	  a	  market	  offering	  that	  satisfied	  them.	  The	  American	  Marketing	  Association	  broadens	  
the	   definition	   to	   marketing	   as	   “the	   activity,	   set	   of	   institutions,	   and	   processes	   for	   creating,	  
communicating,	   delivering,	   and	   exchanging	   offerings	   that	   have	   value	   for	   customers,	   clients,	  
partners,	  and	  society	  at	  large”	  (American	  Marketing	  Association,	  2007).	  
A	   typically	   committed	  mistake	   by	  many	   companies	   is	   to	   pay	  more	   attention	   to	   the	  
attributes	   of	   the	   product	   or	   service	   than	   to	   the	   customer-­‐oriented	  purpose	  of	   the	   business,	  
which	  concerns	   the	  benefits	   that	   it	  provides	   to	   the	  customers	   in	  order	   to	  satisfy	   their	  wants	  
and	  needs.	  This	  is	  called	  marketing	  myopia	  (Levitt,	  1975).	  	  
As	  the	  number	  of	  potential	  ways	  of	  reaching	  customer	  expands,	  turning	  nontraditional	  
methods	  into	  increasingly	  popular	  ones,	  companies	  face	  the	  challenge	  of	  how	  to	  cut	  through	  
the	   noise	   and	   clutter	   and	   stand	   out	   in	   the	   crowd.	   Integrated	   marketing	   communications	  
concerns	   the	   effective	   management	   of	   the	   communications	   channel.	   It	   is	   defined	   as	   “the	  
coordination	   and	   integration	   of	   all	   marketing	   communication	   tools,	   avenues,	   and	   sources	  
within	  a	  company	  into	  a	  seamless	  program	  that	  maximizes	  the	  impact	  on	  customers	  and	  other	  
stakeholders	  at	  a	  minimal	  cost”	  (Clow	  et	  al.,	  2009).	  
1.2. SERVICES	  MARKETING	  
Although	   the	   foundation	   of	   marketing	   is	   transversal	   to	   both	   consumer	   goods	   and	  
services	   marketing,	   the	   latter	   has	   some	   particularities	   that	   demand	   specific	   concepts	   to	   be	  
applied	  in	  this	  context	  that	  are	  relevant	  to	  highlight.	  	  
In	   a	   simplistic	   manner,	   services	   can	   be	   defined	   as	   “deeds,	   processes,	   and	  
performances	  provided	  or	  coproduced	  by	  one	  entity	  or	  person	  for	  another	  entity	  or	  person”	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(Wilson	  et	  al.,	  2012).	  Kotler	  et	  al.,	  2008	  defines	  a	  service	  as	  “any	  activity	  or	  benefit	   that	  one	  
party	  can	  offer	  to	  another	  which	  is	  essentially	  intangible	  and	  does	  not	  result	  in	  the	  ownership	  
of	  anything”.	  
1.2.1. SERVICE	  CHARACTERISTICS	  AND	  MARKETING	  IMPLICATIONS	  
When	   comparing	   goods	   and	   services,	   there	   are	   four	   distinctive	   characteristics	   that	  
have	  implications	  in	  the	  strategies	  for	  each	  and	  represent	  challenges	  typically	  to	  the	  managers	  
of	   services	   (Kotler	   et	   al.,	   2008).	   The	   most	   straightforward	   difference	   is	   the	   intangibility	   of	  
services.	  This	  means	  that	  they	  cannot	  be	  readily	  displayed,	  tasted,	  felt,	  smelt	  or	  heard	  before	  
purchase.	   The	   intangibility	   of	   services	   increases	   the	  uncertainty	   for	   the	  buyer	   as	   the	   service	  
can	   only	   be	   evaluated	   after	   being	   purchased.	   To	   reduce	   this	   uncertainty,	   the	   provider	  must	  
signal	  the	  quality	  of	  the	  offering	  through	  some	  physical	  evidence.	  Word-­‐of-­‐mouth	  is	  the	  most	  
influential	   way	   of	   promoting	   services,	   giving	   them	   credibility.	   Thus,	   the	   service	   providers	  
should	  target	  the	  most	  satisfied	  customers	  and	  encourage	  them	  to	  recommend	  the	  service	  to	  
their	  family	  and	  friends.	  	  
Because	  services	  are	  performances	  or	  actions	  often	  executed	  by	  humans	  and	  delivered	  
to	  customers	  with	  distinct	  needs	  and	  personalities,	  no	  two	  services	  will	  be	  precisely	  alike,	  they	  
are	  heterogeneous.	  Service	  heterogeneity	  can	  also	  be	  referred	  to	  as	  variability	   (Kotler	  et	  al.,	  
2008).	  The	  challenge	  here	   is	  ensuring	   that	   consistent	   service	  quality	   is	  provided.	  This	   can	  be	  
achieved	   through	   four	   tactics:	   (1)	   recruit	   the	   right	  employees	  and	  provide	  excellent	   training;	  
(2)	   motivate	   staff	   by	   rewarding	   superior	   performance;	   (3)	   increase	   the	   visibility	   of	   the	  
employees;	  (4)	  substitute	  machines	  for	  staff	  and	  standardize	  processes.	  	  
Services	  are	  produced	  and	  consumed	  at	  the	  same	  time	  and	  cannot	  be	  separated	  from	  
their	  providers.	  The	  service	  inseparability	  implies	  that	  the	  customers	  take	  an	  active	  part	  in	  the	  
production	  of	  a	  service;	  and	  that	  not	  only	  can	  the	  provider	  and	  the	  customer	  affect	  the	  service	  
outcome,	  but	  also	  other	  customers	  that	  are	  present	  or	  involved	  in	  the	  servicescape1.	  Managers	  
must	  ensure	  that	  the	  interference	  of	  the	  customers	  with	  each	  other’s	  satisfaction	  is	  minimized,	  
either	   by	   servicing	  more	   than	   one	   customer	   at	   a	   time	   or	   by	  managing	   the	   customer’s	   time	  
more	  efficiently.	  In	  the	  context	  of	  gyms	  &	  health	  clubs,	  inseparability	  means	  that	  the	  members	  
are	  involved	  in	  the	  production	  of	  the	  service	  and	  interact	  with	  the	  employees	  that	  are	  offering	  
it.	  Consequently,	  member	  segmentation,	  continuous	  adaptation	  of	  the	  services	  to	  the	  shifting	  
	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  
1	  Servicescape	  is	  the	  physical	  setting	  where	  the	  service	  is	  delivered	  (Wilson	  et	  al,	  2012).	  
2	  Cross	  tabulation,	  or	  crosstabs	  in	  short,	  is	  a	  statistical	  process	  that	  shows	  the	  interrelation	  between	  two	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consumer	   preferences,	   contact	   personnel	   training	   and	   concern	   with	   the	   facilities	   and	  
equipment	  provided,	  are	  required	  measures	  to	  improve	  the	  customer-­‐employee	  relationship.	  
Finally,	  services	  contrarily	  to	  products	  cannot	  be	  stored	  for	  later	  sale	  or	  use,	  which	  has	  
implications	   in	   the	   responsiveness	   to	   demand	   fluctuations.	   The	   service	   perishability	   can	   be	  
controlled	  through	  several	  strategies.	  On	  the	  demand	  side,	  differential	  pricing	  can	  be	  applied	  
to	  shift	  demand	  from	  peak	  periods	  to	  off-­‐peak,	  complementary	  services	  can	  be	  offered	  during	  
peak	   times,	   or	   reservation	   systems	   can	   be	   implemented	   to	   predict	   demand.	   On	   the	   supply	  
side,	  part-­‐time	  employees	  can	  be	  hired	  on	  peak	  periods,	  employees	  can	  perform	  only	  essential	  
tasks	  during	  peak	  periods	  to	  increase	  the	  efficiency	  of	  their	  work,	  or	  firms	  can	  plan	  in	  advance	  
future	   expansions.	   Perishability	   of	   services	   makes	   it	   necessary	   to	   consider	   procedures	   to	  
manage	   supply	   and	   demand	   such	   as	   providing	   complementary	   services	   and	   arranging	   for	  
differentiated	  pricing.	  
	   In	  what	  do	  marketing	  practices	  differ	  from	  products	  to	  services?	  Gary	  Knisely	  (Wilson,	  
et	   al.,	   2012)	   conducted,	   in	   1979,	   a	   series	   of	   interviews	   to	   marketing	   executives	   currently	  
working	   in	   services	   companies	   that	  had	  previous	  extensive	  experience	   in	   consumer	  goods	   in	  
order	   to	   understand	   their	   perceptions	   on	   the	   matter.	   The	   conclusions	   reflect	   that	   services	  
have	   to	   consider	   more	   marketing	   mix	   variables	   than	   the	   products	   and	   the	   ones	   that	   are	  
common	   to	   both	   have	   to	   be	   treated	   in	   distinct	   ways,	   and	   that	   the	   customer-­‐employee	  
interface	  is	  critical	   in	  the	  success	  of	  services	  whereas	  in	  the	  companies	  that	  sell	  products	  the	  
direct	  relationship	  with	  the	  customer	  is	  not	  so	  emphasized.	  
1.2.2. MARKETING	  STRATEGIES	  FOR	  SERVICE	  PROVIDERS	   	  
	   Marketing	  mix	   is	  “the	  set	  of	  controllable	  tactical	  marketing	  tools	  that	  the	  firm	  blends	  
to	  produce	  the	  response	  it	  wants	  in	  the	  target	  market”	  (Kotler	  et	  al.,	  2008).	  The	  strategies	  are	  
defined	  specifically	  according	  to	  four	  variables:	  product,	  price,	  place	  and	  promotion,	  known	  as	  
the	  “four	  Ps”.	  Product	   includes	   the	  goods	  and	  services	   that	   the	  company	  offers	   to	  a	  market.	  
Price	   is	  what	  customers	  pay	  for	  the	  good	  or	  service.	  Place	   is	  how	  the	  product	   is	  displayed	  to	  
the	  market.	  Promotion	  means	  the	  activities	  that	  communicate	  the	  merits	  of	  the	  product	  and	  
persuade	  the	  target	  customers	  to	  buy	  it.	  
	   Booms	  et	  al.,	  1981	  suggested	  a	  7	  P’s	  marketing	  mix	  model	  specifically	  for	  service	  firms,	  
adding	   three	   additional	   P’s	   to	   the	   initial	   approach:	   people,	   physical	   environment	   and	  
processes.	   As	   service	   organizations	   are	   provided	   by	   people	   to	   people,	   there	   is	   a	   direct	  
influence	  on	  the	  customers’	  satisfaction	  by	  the	  front-­‐line	  employees.	  Customers	  expect	  these	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employees	  to	  be	  responsive	  and	  to	  display	  competence.	  The	  intangibility	  of	  services	  makes	  it	  
difficult	  for	  customers	  to	  assess	  their	  quality;	  hence	  the	  service	  provider	  must	  provide	  superior	  
physical	   evidence	   to	   signal	   its	   service	   quality.	   The	   way	   the	   physical	   setting	   is	   technically	  
designed	  and	  how	  the	  functions	  are	  performed	  to	  service	  the	  customer	  translate	  the	  efficiency	  
of	  the	  processes	  (Kotler	  et	  al.,	  2008).	  
1.3. MANAGING	  SERVICE	  QUALITY	  
	   Service	  quality	  is	  defined	  by	  Booms	  et	  al.,	  1981	  as	  “a	  measure	  of	  how	  well	  the	  service	  
level	  delivered	  matches	  customer	  expectations”.	  This	   is	   the	  dominant	  element	   in	  customers’	  
evaluations.	  	  
The	  Gaps	  Model	  (Parasuraman,	  et	  al.,	  1985)	  is	  a	  framework	  for	  understanding	  service	  
quality	   in	   an	   organization	   (Figure	   1).	   The	   idea	   behind	   this	   model	   is	   that	   the	   provider’s	  
perspective	  of	  the	  service	  that	  it	  offers	  sometimes	  does	  not	  match	  the	  customer’s	  perspective	  









Figure	  1:	  GAPS	  Model	  of	  Service	  Quality	  
	   On	   the	   side	   of	   the	   provider,	   there	   are	   four	   gaps.	   Gap	   1	   is	   the	   Listening	   Gap	   and	  
corresponds	   to	   the	   difference	   between	   what	   the	   customer	   expects	   and	   management	  
perceptions.	  The	  sources	  of	  this	  gap	  can	  be	  inadequate	  marketing	  research	  orientation,	  lack	  of	  
upward	  communications,	  insufficient	  relationship	  focus	  and	  inadequate	  service	  recovery.	  Gap	  
2	   is	   the	   Service	   Design	   and	   Standards	   Gap	   and	   is	   the	   difference	   between	   the	   provider	  
understanding	   of	   the	   customer	   expectations	   and	   the	   development	   of	   a	   customer-­‐driven	  
offering.	   In	   the	   origin	   of	   this	   gap	   can	   be	   poor	   service	   design,	   absence	   of	   customer-­‐driven	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standards	   and	   inappropriate	   physical	   evidence	   and	   servicescape.	   The	   Service	   Performance	  
Gap	  (Gap	  3)	  is	  the	  difference	  between	  the	  service	  quality	  specifications	  and	  the	  actual	  service	  
performance	  by	  the	  employees.	  The	  causes	  of	  this	  gap	  can	  be	  deficiencies	  in	  human	  resource	  
policies,	  failure	  to	  match	  supply	  and	  demand,	  customers	  not	  fulfilling	  roles	  and	  problems	  with	  
service	   intermediaries.	   Finally,	   the	   Communication	   Gap	   (Gap	   4)	   is	   the	   difference	   between	  
service	  delivery	  and	  the	  service’s	  communication	  to	  the	  customers.	  Lack	  of	  integrated	  services	  
marketing	   communications,	   ineffective	   management	   of	   customer	   expectations,	  
overpromising,	   inadequate	   horizontal	   communications	   and	   inappropriate	   pricing	   can	   be	  
sources	  of	   this	  discrepancy.	  Finally,	   the	  Customer	  Gap	   (Gap	  5)	   is	   the	  gap	  between	  customer	  
expectations	   and	   perceptions.	   Customer	   expectations	   are	   the	   beliefs	   about	   service	   delivery	  
that	  are	  used	  as	  reference	  points	  against	  which	  performance	  is	  compared.	  	  
	   Parasuraman	  et	  al.,	  1985	  revealed	  that	   the	  consumers’	  expectations	  and	  perceptions	  
of	   services	   depend	   on	   ten	   dimensions:	   reliability,	   responsiveness,	   competence,	   access,	  
courtesy,	   communication,	   credibility,	   security,	   understanding/knowing	   the	   customer	   and	  
tangibles.	   Later,	   the	   same	   researchers	   revised	   the	   model	   of	   service	   quality	   in	   1991	   and	  
reduced	  the	  dimensions	  from	  ten	  to	  five	  –	  tangibles,	  reliability,	  responsiveness,	  assurance	  and	  
empathy	   –	   and	   corrected	   some	   of	   the	   limitations	   identified	   by	   other	   researchers	   in	   the	  
applicability	  of	  the	  SERVQUAL	  scale	  to	  multiple	  sectors.	  
1.3.1. CUSTOMER	  EXPECTATIONS	  
	   The	  expectations	  are	  set	  by	  previous	  experiences	  but	  can	  also	  be	  influenced	  by	  market	  
conditions,	  the	  competition	  and	  the	  customer’s	  personal	  situation.	  Customers	  hold	  two	  types	  
of	   expectations:	   desired	   service,	   which	   reflects	   the	   level	   of	   performance	   customers	  wish	   to	  
receive,	  and	  adequate	  service,	  which	   is	   the	  minimum	   level	  of	   service	   that	  customers	  accept.	  
There	  is	  a	  zone	  of	  tolerance	  between	  these	  two	  levels,	  where	  customers	  do	  not	  notice	  service	  
performance.	  	  
The	  desired	  service	  level	  can	  be	  influenced	  by	  two	  factors:	  personal	  needs,	  which	  are	  
states	  and	  conditions	  essential	  to	  the	  well-­‐being	  of	  customers,	  and	  lasting	  service	  intensifiers,	  
factors	  that	   lead	  the	  customers	  to	  an	  intensified	  sensitivity	  to	  service	  such	  as	  derived	  service	  
expectations	  when	  expectations	  are	  driven	  by	  another	  person	  or	  group	  of	  people,	  or	  personal	  
service	  philosophy,	  the	  generic	  attitude	  about	  the	  service	  and	  the	  conduct	  of	  the	  providers.	  
On	   the	   level	   of	   adequate	   service,	   there	   are	   five	   factors	   that	   can	   influence	   it.	  
Temporary	   service	   intensifiers	   include	   all	   the	   individual	   short-­‐term	   factors	   that	   increase	   the	  
	  |	  P a g e 	  
	  
14	  
awareness	  of	  the	  need	  of	  a	  service	  for	  a	  customer.	  Perceived	  service	  alternatives	  represent	  the	  
other	   providers	   that	   the	   customer	   can	   purchase	   the	   service	   from.	   The	   customer’s	   self-­‐
perceived	   role	   characterizes	   the	   perception	   of	   the	   degree	   to	  which	   customers	   influence	   the	  
level	   of	   service	   they	   get.	   Situational	   factors	   correspond	   to	   the	   performance	   conditions	   that	  
customers	  assess	  as	  being	  beyond	  the	  control	  of	  the	  service	  provider.	  Finally,	  predicted	  service	  
can	  also	  influence	  the	  adequate	  service	  as	  it	  is	  the	  level	  of	  service	  that	  customers	  believe	  they	  
are	  likely	  to	  get.	  
There	  is	  also	  a	  set	  of	  factors	  that	  can	  influence	  both	  the	  desired	  and	  predicted	  service	  
expectations.	  The	  explicit	  service	  promises	  are	  statements	  that	  the	  organization	  makes	  to	  their	  
customers.	  Implicit	  service	  promises	  are	  service-­‐related	  cues	  that	  lead	  to	  the	  judgment	  of	  what	  
the	   service	   should	   be	   like.	   Word-­‐of-­‐mouth	   communication	   is	   extremely	   influential	   as	   an	  
information	  source	  once	  it	  is	  perceived	  as	  unbiased.	  Lastly,	  past	  experiences	  may	  incorporate	  
previous	  experience	  with	  this	  service	  provider,	  typical	  performance	  of	  similar	  service	  offerings,	  
and	  experience	  with	  the	  last	  service	  purchased.	  
1.3.2. CUSTOMER	  PERCEPTIONS	  
	   According	   to	   Solomon,	   2011,	   a	   perception	   is	   “the	   process	   by	   which	   people	   select,	  
organize,	  and	  interpret	  sensations”,	  which	  by	  turn	  are	  the	  immediate	  responses	  of	  our	  sensory	  
receptors	  to	  basic	  stimuli.	  
	   To	  evaluate	  the	  perceptions	  towards	  a	  service,	  it	  is	  relevant	  to	  take	  into	  consideration	  
that	   customers	   will	   have	   perceptions	   of	   transaction-­‐specific	   encounters	   but	   also	   overall	  
perceptions	  based	  on	  cumulative	  experience.	  The	  provider	  must	  understand	  both	  of	  them	  and	  
recognize	  the	  different	  approaches	  for	  each	  of	  them.	  Transaction-­‐specific	  perceptions	  can	  help	  
diagnose	   service	   issues	  and	   immediately	  act	  upon	   them.	  Overall	  perceptions	  are	   likely	   to	  be	  
better	  indicators	  of	  customer	  loyalty	  within	  a	  company.	  
Customer	  experience	   is	  the	  “internal	  and	  subjective	  response	  customers	  have	  to	  any	  
direct	  or	   indirect	  contact	  with	  a	  company”	   (Meyer	  et	  al.,	  2007),	   involving	  every	  aspect	  of	   its	  
offering	  –	  quality	  of	  customer	  care,	  advertising,	  packaging,	  product	  and	  service	  features,	  ease	  
of	  use	  and	  reliability.	  
Customer	  satisfaction	  is	  the	  “customer’s	  evaluation	  of	  a	  product	  or	  service	  in	  terms	  of	  
whether	   that	  product	  or	   service	  has	  met	   the	  customer’s	  needs	  and	  expectations”	   (Wilson	  et	  
al.,	  2012).	  Customer	  satisfaction	   is	   influenced	  by	  consumer	  emotions,	  attributions	  for	  service	  
success	  or	  failure,	  perceptions	  of	  equity	  or	  fairness,	  and	  other	  consumers,	  family	  members	  and	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coworkers.	  Customer	  satisfaction	  is	  then	  the	  result	  of	  the	  accumulation	  of	  a	  series	  of	  customer	  
experiences.	   This	   is	   the	   final	   outcome	  when	   the	   gap	   between	   customers’	   expectations	   and	  
their	  perceptions	  has	  been	  closed	  (Meyer	  et	  al.,	  2007).	  
1.4. SPORTS	  MARKETING	  
	  	   	  As	  defined	  by	  the	  Council	  of	  Europe	  (2001)	  sport	  means	  “all	  forms	  of	  physical	  activity	  
which,	   through	   casual	   or	   organized	   participation,	   aim	   at	   expressing	   or	   improving	   physical	  
fitness	  and	  mental	  well-­‐being,	  forming	  social	  relationships	  or	  obtaining	  results	  in	  competition	  
at	  all	  levels”.	  The	  term	  sport	  as	  defined	  in	  the	  context	  of	  sport	  business	  management	  denotes	  
“all	   people,	   activities,	   businesses,	   and	   organizations	   involved	   in	   producing,	   facilitating,	  
promoting,	   or	   organizing	   any	   activity,	   experience,	   or	   business	   enterprise	   focused	   on	   fitness,	  
recreation,	   sports,	   sports	   tourism,	  or	   leisure”	   (Pitts	  et	  al.,	  2007).	  Extrapolating	   this	  definition	  
for	  sport	  business	  management	  would	  be	  the	  study	  and	  practice	  involved	  in	  relation	  to	  all	  the	  
components	  of	  sport	  as	  mentioned	  above.	  Logically,	  sport	  marketing	  is	  the	  process	  of	  planning	  
and	  implementing	  strategies	  for	  the	  production,	  pricing,	  promotion	  and	  distribution	  of	  a	  sport	  
product	   to	   satisfy	   the	   needs	   and	   desires	   of	   the	   consumers,	   bearing	   in	  mind	   the	   company’s	  
objectives.	  
There	   are	   some	   details	   that	   turn	   sports	   marketing	   into	   a	   different	   context	   for	   the	  
application	   of	   the	   typical	   marketing	   practices	   (Lindon	   et	   al.,	   2009).	   First,	   there	   are	   three	  
perspectives	   in	   which	   sports	   marketing	   can	   be	   considered:	   events	   marketing	   in	   which	   the	  
customer	   is	   the	   spectator,	   sports	   practice	   marketing	   in	   which	   the	   marketing	   is	   targeted	  
towards	   the	  people	  who	  practice	   the	   sport,	   and	   sponsors	  marketing	   in	  which	   the	  marketing	  
activities	   are	   developed	   by	   companies	   that	   are	   external	   to	   the	   events	   themselves.	   Each	  
perspective	  has	  to	  have	  distinct	  strategies	  and	  tactics	  associated.	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3. GINÁSIO	  CLUBE	  PORTUGUÊS	  
Ginásio	  Clube	  Português	  (GCP)	  is	  one	  of	  the	  oldest	  and	  most	  prestigious	  institutions	  in	  
Portugal,	  with	  more	  than	  130	  years	  of	  existence.	  GCP	  was	  a	  pioneer	  with	  the	  concept	  of	  being	  
a	  sports	  club	  oriented	  for	  social	  and	  cultural	  ventures,	  besides	  sports.	  The	  motto	  that	  has	  been	  
a	  pillar	  of	  GCP	  and	  that	  reflects	  its	  mission	  is	  “Mens	  Sana	  In	  Corpore	  Sano”.	   It	  has	  been	  well-­‐
known	  for	  the	  performance	  of	   its	  athletes	   in	  gymnastics	  worldwide	  and	  is	  seen	  as	  a	  “school”	  
for	  young	  aspiring	  athletes.	  	  
3.1. FACILITIES	  
HEADQUARTERS:	  HEALTH	  CLUB	  
Ginásio	   Clube	   Português	   is	   located	   at	   the	   heart	   of	   Lisbon,	   next	   to	   a	   prestigious	  
residential	   and	  business	  area,	  Rato,	   in	  a	   street	  with	   its	  own	  name.	   In	   this	  building	   there	  are	  
eight	  floors	  with	  a	  total	  area	  of	  3.511m².	  Here,	  there	  is	  available:	  
• 18	  gymnasiums;	  
• Private	  parking	  lot	  with	  50	  spots;	  
• Wellness	  Center;	  
• Aesthetics	  Center;	  
• SAAT:	  Fitness	  Evaluation	  and	  Technical	  Advice	  Office;	  
• GAP:	  Psychological	  and	  Nutritional	  Advice	  Office;	  
• Fun	  Space	  for	  children	  entertainment;	  	  
• Workout	  room;	  
• Study	  room	  and	  library;	  
• Cafeteria	  and	  restaurant.	  
On	   the	   exterior	   of	   this	   building,	   there	   is	   a	  multisport	   pavilion	   and	   two	   tennis	   courts	  
that	  also	  belong	  to	  this	  institution.	  
SWIMMING	  POOL	  
Since	  July	  2009,	  GCP	   is	   involved	   in	  a	  partnership	  with	  Câmara	  Municipal	  de	  Lisboa	  to	  
manage	  Piscina	  Municipal	   de	  Campo	  de	  Ourique	   (PMCO).	   This	   pool	   is	   at	   Campo	  de	  Ourique	  
which	  is	  nearly	  at	  2km	  of	  distance	  away	  from	  the	  headquarters	  of	  GCP.	  
As	  this	  is	  a	  public	  facility,	  a	  part	  of	  the	  pricing	  strategy	  is	  imposed	  by	  Câmara	  Municipal	  
de	  Lisboa	  to	  be	  held	  equal	  between	  all	  the	  public	  swimming	  pools	  in	  Lisbon.	  This	  implies	  lower	  















































• Mixed	  Air	  Gym	  






















prices	  for	  the	  users	  for	  most	  of	  the	  swimming	  classes,	  but	  the	  more	  specialized	  ones	  have	  the	  
prices	  determined	  by	  the	  Board	  of	  GCP.	  This	  contract	  for	  PMCO	  comes	  as	  a	  way	  of	  shortening	  
the	  gap	  of	  the	  health	  club	  not	  having	  a	  swimming	  pool.	  	  	  
3.2. SPORT	  ACTIVITIES	  
There	  are	  more	  than	  50	  activities	  at	  GCP	  available	  for	  people	  aged	  from	  0	  to	  99	  years	  
old,	  recognized	  for	  the	  technical	  excellence	  of	  its	  professors.	  The	  sport	  activities	  are	  grouped	  in	  












3.3. MEMBERSHIP	  CARDS	  
Ginásio	   Clube	   Português	   offers	   six	   types	   of	   membership	   cards,	   depending	   on	   the	  
choice	  of	  activities	  that	  the	  member	  wishes	  to	  practice.	  All	  of	  them	  are	  free	  pass,	  meaning	  that	  





• Access	  to	  the	  same	  classes	  as	  the	  Classic	  card	  
• Access	  to	  the	  workout	  room	  
• Free	  usage	  of	  the	  swimming	  pool	  (PMCO)	  
Gold	  
• Acess	  to	  classes	  of	  Bike,	  Physical	  Condi|oning,	  Fitness,	  Yoga,	  Pilates,	  Dancing	  and	  Combat	  
Sports	  
• Free	  usage	  of	  swimming	  pool	  (PMCO)	  
Classic	  
• Access	  to	  every	  Baby	  Gym	  class	  Baby	  
• Access	  to	  classes	  of	  Aikido,	  Fun	  Gym,	  Classical	  Dancing,	  Modern	  Dancing,	  Hip	  Hop	  Kids,	  
Specific	  Training,	  Capoeira	  and	  Football	  Kids	  
• Access	  to	  classes	  of	  pre-­‐representa|on,	  representa|on,	  pre-­‐compe||on	  and	  compe||on	  Star	  
• Access	  to	  all	  hydrogymnas|cs	  classes	  (PMCO)	  
• Free	  usage	  of	  swimming	  pool	  (PMCO)	  Acqua	  
• Access	  to	  all	  hydrotherapy	  classes	  
Acqua	  
Terapia	  




José	  Carlos	  Reis	  
Sports	  Department	  
Ramiro	  Fernandes	  











3.4. ORGANIZATIONAL	  STRUCTURE	  
	   In	   organizational	   terms,	   GCP	   is	   structured	   by	   functions.	   There	   are	   five	  management	  






Each	   of	   these	   departments	   has	   its	   own	   specific	   responsibilities,	   as	   in	   every	  
organization.	   However,	   it	   is	   important	   to	   distinguish	   between	   two	   areas	   that	   were	   once	  
united:	  Sports	  and	  Exercise	  &	  Health	  Departments.	  The	  first	  has	  the	  main	  objective	  of	  ensuring	  
the	   sports	   formation	   of	   young	   people	   with	   values	   such	   as	   integrity,	   ethics,	   respect	   and	  
cooperation	   as	   its	   foundation,	   and	   creating	   training	   conditions	   that	   are	   propitious	   to	   the	  
competitive	   development	   of	   these	   young	   people	   as	   athletes.	   This	   department	   is	   focused	   in	  
managing	   the	   Training,	   Representation	   and	   Competition	   classes	   (Ginásio	   Clube	   Português,	  
2013).	  As	   for	   the	  second,	   the	  Exercise	  &	  Health	  department,	   there	   is	  a	  broader	  extension	  of	  
areas	  of	   impact:	   the	  SAAT	   (Sala	  de	  Avaliação	  e	  Aconselhamento	  Técnico,	   in	  Portuguese),	   the	  
workout	  room,	  the	  special	  programs	  and	  the	  group	  classes.	  The	  special	  programs	  are	  training	  
programs	   especially	   targeted	   for	   specific	   health	   conditions	   (for	   example,	   child	   obesity),	   and	  
that	  for	  that	  reason	  have	  a	  more	  proximate	  monitoring	  of	  the	  progress	  of	  the	  member.	  
	  
3.5. GCP	  RECENT	  EVOLUTION	  
	   The	  contracting	  Portuguese	  economic	  situation	  has	  had	  its	  effects	  on	  the	  membership	  
indicators	  for	  GCP.	  From	  the	  graph	  below,	  it	  is	  clear	  the	  reduction	  in	  the	  number	  of	  members	  








































<	  11	  	   12	  -­‐	  15	   16	  -­‐	  25	   26	  -­‐	  30	   31	  -­‐	  35	   36	  -­‐	  40	   41	  -­‐	  45	   46	  -­‐	  50	   51	  -­‐	  55	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  -­‐	  59	   >=	  60	  
DISTRIBUTION	  OF	  MEMBERS'	  AGES	  2010	  TO	  2012	  




















Total	  at	  31/12	   Admissions	   Dismissed	  and	  
excluded	  
Falecidos	  
EVOLUTION	  OF	  THE	  NUMBER	  OF	  MEMBERS	  2010	  TO	  2012	  
2010	   2011	   2012	  
from	   2011	   to	   2012	   especially	   due	   to	   a	   reduced	   number	   of	   admissions	   and	   an	   increased	  









Source:	  GCP’s	  Annual	  Report	  2012	  
Looking	  at	  demographics,	  there	  is	  a	  trend	  for	  the	  majority	  of	  the	  members	  to	  be	  in	  the	  
age	  ranges	  of	  12	  to	  15	  years	  old	  and	  more	  than	  56	  years	  old.	  As	  for	  the	  distribution	  of	  gender,	  








Source:	  GCP’s	  Annual	  Report	  2012	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2010	   2011	   2012	  
MEMBERS	  THAT	  PRACTICE	  VS	  MEMBER	  THAT	  DO	  NOT	  
PRACTICE	  
2010	  TO	  2012	  
Members	  that	  prac|ce	   Members	  that	  do	  not	  prac|ce	  
Finally,	  there	  is	  a	  disturbing	  indicator	  that	  can	  have	  negative	  impact	  in	  the	  future.	  Only	  
44%	  of	  the	  GCP’s	  members	  practice	  any	  kind	  of	  activity,	  which	  means	  that	  the	  remaining	  value	  











Source:	  GCP’s	  Annual	  Report	  2012	  
	  
	  
	   	  
54%	   55%	   44%	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4. PROJECT	  MANAGEMENT	  
4.1. PROJECT	  GOVERNANCE	  
In	  respect	  to	  the	  governance	  of	  this	  consulting	  project,	  there	  are	  two	  parties	  involved:	  
Ginásio	  Clube	  Português	  (GCP)	  and	  Católica-­‐Lisbon	  School	  of	  Business	  and	  Economics	  (CLSBE).	  
On	  GCP’s	  side,	  the	  sponsor	   is	  Hugo	  Oliveira,	  who	  is	  the	  Marketing	  Director	  of	  the	   institution.	  
On	  the	  other	  hand,	  Católica-­‐Lisbon’s	  team	  is	  composed	  by	  the	  academic	  advisor,	  Rute	  Xavier,	  





Figure	  2:	  Project	  Team	  Chart	  
	   To	   each	   of	   the	   intervenients,	   job	   roles	   were	   attributed	   in	   order	   to	   assign	  
responsibilities	   and	   tasks	   for	   a	   more	   efficient	   project	   process.	   The	   project	   sponsor	   is	  
responsible	   for	   the	   involvement	   and	   commitment	   of	   all	   the	   stakeholders	   of	   the	   consulting	  
project.	   This	   person	  was	   available	   to	  meet	   the	   team	   and	  make	   decisions	   on	   the	   scope	   and	  
objectives	  proposed.	  The	  academic	  advisor	  has	  the	  responsibility	  of	  coordinating	  the	  efforts	  of	  
the	  team	  as	  a	  whole	  and	  monitoring	  the	  project’s	  progress,	  but	  also	  advising	  on	  best	  practices,	  
guaranteeing	  its	  consistency.	  The	  consultants	  are	  the	  ones	  that	  identify	  the	  needs	  of	  the	  client	  
and	  analyze	   information	   in	  order	  to	  provide	  a	  business	  solution	  that	   fits	  these	  requirements.	  
This	   role	   also	   involves	   the	   documentation	   and	   extensive	   investigation	   of	   the	   situation	   and	  
possible	  outcomes.	  
4.2. PROJECT	  SCOPE	  
The	  scope	  of	  the	  project	   for	  Ginásio	  Clube	  Português	   is	  the	  development	  of	  strategic	  
marketing	   recommendations	   for	   the	   services	  marketing	   plan	   of	   Ginásio	   Clube	   Português	   for	  
the	  next	  year.	  To	  reach	  this	  ultimate	  goal,	   there	  was	  a	  need	  to	  gather	   information	  regarding	  
three	  core	  pillars:	   the	  current	   state	  of	   the	   industry	  worldwide,	   the	  competitive	  environment	  
and	  the	  client’s	  present	  situation.	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It	   is	   out	   of	   the	   domain	   of	   this	   consulting	   project	   to	   provide	   a	   detailed	   services	  
marketing	  plan	  for	  the	  upcoming	  year	  to	  GCP.	  The	  financial	  validity	  and	  sensibility	  analysis	  for	  
each	  of	  the	  proposed	  alternatives	  was	  also	  not	  part	  of	  the	  scope	  and	  objectives	  of	  the	  project.	  
4.3. TIME	  MANAGEMENT	  
In	  order	  to	  efficiently	  plan	  the	  tasks	  to	  be	  performed	  during	  the	  project,	  a	  timeline	  was	  
created	  with	   the	   list	  of	  activities	  and	   their	   respective	   start	  and	  end	  dates.	  This	  planning	  was	  
developed	  after	  the	  second	  meeting	  with	  the	  project	  sponsor	  and	  was	  submitted	  for	  approval.	  











4.4. COMMUNICATION	  MANAGEMENT	  
	   To	   guarantee	   a	   continuous	   feedback	   between	   both	   parties	   on	   the	   project	   progress,	  
several	   meetings	   were	   scheduled	   at	   GCP.	   In	   the	   beginning,	   the	   meetings	   were	   held	   on	   a	  
weekly	   basis	   in	   order	   for	   the	   team	   to	   collect	   information	   and	   better	   understand	   the	  modus	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operandi	  of	  this	  institution.	  During	  May,	  the	  meetings	  happened	  more	  occasionally	  as	  the	  need	  
for	  more	  information	  was	  substantially	  reduced	  and	  the	  work	  was	  more	  analytical	  and	  related	  
to	  decision-­‐making	  than	  before.	  However,	  a	  constant	  contact	  was	  maintained	  through	  email.	  
	   Besides	   the	  meetings	  with	   the	   client,	   the	   academic	   advisor	   for	   this	   dissertation	   also	  
held	  reunions	  with	  the	  consultants	  with	  the	  purpose	  of	  understanding	  the	  current	  progress	  of	  
the	  project,	  coordinating	  and	  advising	  on	  future	  developments.	  
4.5. RISK	  MANAGEMENT	  
	  	   Risk	  management	  corresponds	   to	   the	  determination	  of	  possible	   risks	   that	  may	  affect	  
the	  project	  and	  the	  planning	  of	  responses	  to	  overcome	  these.	  The	  following	  table	  represents	  
schematically	  the	  risks	  identified	  for	  this	  project,	  the	  probability	  and	  impact	  of	  its	  occurrence	  
and	  what	  actions	  were	  taken	  to	  avoid	  them.	  
	  
	  
Risk	   Description	   Probability	   Impact	   Action	  
Unrealistic	  
schedules	  
The	  project	  planning	  is	  
too	  optimistic	  for	  the	  
duration	  of	  all	  the	  
activities	  that	  need	  to	  
be	  developed	  until	  the	  
end	  
Moderate	   Moderate	  
The	  planning	  was	  
proposed	  and	  
submitted	  for	  approval	  
to	  the	  project	  sponsor.	  
Also,	  weekly	  meetings	  
were	  held	  to	  give	  and	  





used	  may	  not	  be	  
appropriate	  to	  the	  
specificity	  of	  the	  
business	  
Low	   High	  
Before	  implementing	  a	  
research	  technique,	  
the	  analysts	  scheduled	  
sessions	  with	  
professors	  of	  CLSBE	  to	  
assess	  its	  validity	  and	  
adequacy.	  





The	  client	  may	  demand	  
more	  deliverables	  than	  
the	  initially	  established	  
Low	   Moderate	  
During	  the	  meetings	  
with	  the	  client,	  the	  
scope	  and	  objectives	  of	  




There	  could	  be	  some	  
lack	  of	  information	  
from	  the	  other	  
departments	  of	  GCP	  
and	  a	  considerable	  
amount	  coming	  only	  
from	  the	  Marketing	  
one	  
High	   Moderate	  
Interviews	  with	  the	  
directors	  of	  other	  
departments	  were	  
conducted	  in	  order	  to	  
get	  some	  perspective	  
on	  their	  point	  of	  view	  




This	  is	  the	  second	  
consulting	  project	  on	  
this	  subject	  so	  the	  
client	  could	  expect	  
more	  this	  time	  by	  
comparison	  with	  the	  
previous	  group	  
Moderate	   Low	  
Managing	  expectations	  
was	  necessary	  to	  avoid	  
the	  disappointment	  of	  
the	  client.	  This	  means	  
that	  the	  decisions	  and	  
opinions	  were	  
transmitted	  in	  a	  
balanced	  way	  in	  terms	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5. RESEARCH	  METHODOLOGY	  
During	  March	  and	  April	  2013,	  three	  research	  techniques	  were	  used	  in	  order	  to	  collect	  
data	  in	  the	  field	  of	  health	  and	  fitness	  consumption	  of	  the	  Portuguese	  population,	  specifically	  in	  
the	  region	  of	  Lisbon.	  First,	   information	  was	  assessed	  through	   in-­‐depth	   interviews	  with	  Board	  
members	  of	  Ginásio	  Clube	  Português	   (GCP)	  and	  also	   two	  former	  members	  of	   the	   institution.	  
Furthermore,	  mystery	   shopping	  was	  performed	   to	   the	  main	  competitors	  of	   this	  organization	  
and	   to	   GCP	   itself.	   The	   data	   collected	   in	   this	   initial	   stage	   was	   then	   used	   as	   a	   basis	   for	   the	  
quantitative	   research.	   The	   method	   chosen	   to	   perform	   this	   was	   the	   survey.	   Two	   different	  
questionnaires	   were	   performed:	   one	   to	   infer	   on	   the	   satisfaction	   and	   perceptions	   of	   service	  
quality	   of	   the	   current	   members	   of	   GCP;	   another	   was	   conducted	   to	   gather	   data	   on	   the	  
motivations	  and	  interests	  of	  the	  participants	  and	  non-­‐participants	  of	  gyms	  &	  health	  clubs.	  For	  
both	   types	   of	   research,	   secondary	   data	   was	   also	   collected	   to	   complement	   and	   support	   the	  
study.	  
This	   chapter	   will	   explain	   in	   further	   detail	   how	   each	   technique	   was	   planned	   and	  
executed,	  which	  limitations	  and	  potential	  sources	  of	  error	  exist	  and	  how	  ethical	  and	  statistical	  
issues	  were	  addressed	  in	  this	  matter.	  	  
5.1. QUALITATIVE	  RESEARCH	  
	   The	   purpose	   of	   performing	   qualitative	   research	   is	   to	   provide	   insights	   and	  
understanding	   of	   the	   problem	   setting	   (Malhotra,	   2010).	   In	   this	   specific	   case,	   the	   research	  
objectives	  were	   to	   (1)	   explore	   how	   the	   industry	   is	   performing	  worldwide;	   (2)	   recognize	   the	  
perceptions	  and	  visions	   for	   the	   future	  of	   the	  members	  of	   the	  Board	  of	  GCP;	  and	   (3)	  gain	  an	  
initial	  understanding	  of	  the	  expectations	  of	  the	  customers	  for	  the	  health	  and	  fitness	  market.	  	  	  	  
5.1.1. IN-­‐DEPTH	  INTERVIEWS	  
	   In-­‐depth	  interviews	  were	  carried	  out	  with	  two	  different	  purposes	  in	  mind.	  To	  each	  of	  
the	   Board	  members	   of	   GCP,	   interviews	  were	   conducted	   to	   explore	   their	   individual	   opinions	  
and	  professional	  experience	  on	  what	  concerns	  the	  current	  state	  of	  the	  health	  club	  as	  well	  as	  
their	  vision	  for	  the	  future.	  Moreover,	  two	  ex-­‐members	  of	  GCP	  were	  interviewed	  in	  terms	  of	  an	  
informal	  conversation	  to	  uncover	  their	  underlying	  customer	  experiences	  and	  what	  they	  would	  
expect	  from	  this	  organization	  in	  terms	  of	  service	  quality.	  	  
	   The	  interviews	  had	  an	  approximate	  duration	  of	  45	  minutes	  and	  comprised	  open-­‐ended	  
questions	  so	  that	  the	  interviewees	  had	  plenty	  of	  flexibility	  to	  share	  their	  opinions	  and	  develop	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on	   the	   subject	   as	   long	   as	   they	   would	   like.	   For	   the	   interviews	   with	   Board	   members,	   the	  
questions	  comprised	  topics	  related	  with	  service	  quality	  issues,	  such	  as	  what	  they	  perceived	  as	  
service	  quality	  at	  GCP,	  what	  problems	  have	  they	   identified	   in	  the	  delivery	  of	  this	  service	  and	  
their	  vision	  for	  the	  future	  of	  the	  institution	  (Appendix	  1).	  On	  what	  concerns	  the	  ex-­‐members	  of	  
GCP,	  the	  questions	  were	  more	  targeted	  at	  understanding	  the	  reasons	  for	  the	  satisfaction	  and	  
dissatisfaction	   with	   its	   service	   quality	   and	   the	   performance	   expectations	   about	   the	   service	  
(Appendix	  2).	  
5.1.2. MYSTERY	  SHOPPING	  AT	  GCP	  AND	  ITS	  MAIN	  COMPETITORS	  
	   This	  technique	  was	  used	  to	  evaluate	  the	  customer	  service,	  operations,	  and	  employee	  
performance	  of	   each	  health	   club	   visited.	   The	  objective	  was	   to	  monitor	   front	   line	  operations	  
and	  to	  use	  the	  data	  collected	  as	  a	  benchmark	  against	  which	  performance	  can	  be	  compared.	  	  
The	   first	   task	   regarding	   this	   technique	  was	   the	   choice	  of	  what	   competitors	   to	   study.	  
The	  criteria	  was	  the	  location	  of	  the	  facilities,	  as	  the	  directors	  of	  GCP	  indicated	  that	  this	  is	  the	  
main	   aspect	   in	   the	   minds	   of	   consumers	   on	   what	   concerns	   the	   choice	   of	   a	   health	   club.	  
Therefore,	  the	  direct	  competitors	  of	  GCP	  are	  the	  gyms	  and	  health	  clubs	  nearby:	  Holmes	  Place	  
Amoreiras,	   Fitness	  Hut	   and	  Clube	  VII.	   Clube	  VII	  was	   considered	   in	   this	   analysis	  more	   for	   the	  
purpose	  of	  the	  proximity	  of	  concept	  with	  GCP	  than	  for	  the	  location.	  	  
For	   each	   health	   club,	   an	   evaluation	   grid	   was	   completed	   concerning	   the	   degree	   of	  
accordance	   with	   several	   statements	   that	   analyzed	   the	   customer	   experience	   since	   the	   entry	  
point	   (via	   phone,	   website	   and	   health	   club)	   to	   the	   time	   of	   leaving	   the	   place.	   The	   categories	  
observed	   were:	   entry	   points	   (as	   previously	   referred),	   location	   and	   parking,	  
cafeteria/restaurant,	   locker	   room,	   workout	   area,	   group	   classes,	   existing	   facilities	   and	   sports	  
(Appendix	  3).	  	  
5.2. QUANTITATIVE	  RESEARCH	  
5.2.1. GCP	  MEMBERS’	  SATISFACTION	  AND	  SERVICE	  QUALITY	  PERCEPTION	  
	   The	   instrument	   used	   to	   assess	   the	   gap	   between	   members’	   expectations	   and	  
perceptions	  of	  service	  quality	  was	  based	  on	  the	  SERVQUAL.	  This	  was	  adapted	  in	  order	  to	  fit	  the	  
specificities	  of	   the	  health	  and	  fitness	   industry.	  Besides	  this,	   information	  was	  also	  collected	   in	  
respect	   to	   the	   type	   of	   membership,	   duration	   of	   the	   membership,	   attendance,	   motives	   for	  
being	  a	  member	  of	  GCP	  and	  demographics	  (age	  and	  gender)	  (Appendix	  4).	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   The	   distribution	   of	   this	   questionnaire	   was	   made	   by	   the	   professors	   and	   other	  
employees	  with	   direct	   contact	  with	   the	   customer	   in	   the	   reception,	  workout	   area	   and	   group	  
classes.	   A	   document	   with	   instructions	   on	   the	   distribution	   and	   collection	   of	   responses	   was	  
distributed	  to	  each	  of	  the	  Board	  members	  so	  that	  they	  could	  coordinate	  with	  the	  staff	  how	  this	  
would	  be	  performed	  (Appendix	  5).	  
After	  collecting	  all	  the	  questionnaires	  answered	  by	  the	  members	  of	  GCP,	  data	  editing	  
and	   screening	  was	   necessary	   to	   address	   the	   issue	   of	   inconsistent	   and	  missing	   responses.	   In	  
Appendix	   6,	   the	   data	   cleaning	   that	   was	   implemented	   is	   detailed	   for	   each	   variable	   where	  
modifications	  were	  made.	  
The	   sample	   size	   consisted	   in	  406	  persons	  aged	   from	  9	   to	  88	  years	  old.	  54,4%	  of	   the	  
respondents	   are	   female	   and	   45,6%	   are	   male.	   The	   majority	   corresponds	   to	   Gold	   members	  
(42,4%)	  and	  Classic	  members	  (36,9%),	  the	  remainder	  are	  Star,	  Kids	  and	  Acqua	  members.	  The	  
statistics	  of	  this	  study	  are	  presented	  in	  greater	  detail	  in	  Appendix	  7.	  	  
5.2.2. MOTIVATIONS	  FOR	  PHYSICAL	  ACTIVITY	  PARTICIPATION	  
	   This	  questionnaire	  was	  implemented	  to	  be	  compared	  against,	  using	  the	  data	  collected	  
from	   the	   surveys	   within	   the	   members	   of	   GCP,	   which	   reflected	   their	   perceptions	   on	   this	  
institution.	   The	   purpose	  was	   to	   understand	  what	  were	   the	   expectations	   and	   objectives	   of	   a	  
person	   upon	   enrolling	   on	   a	   gym	   or	   health	   club	   or	   towards	   physical	   activity	   as	   a	   broader	  
concept.	  The	  questionnaire	  form	  can	  be	  found	  in	  Appendix	  8.	  	  	  
Using	  Qualtrics,	  the	  questionnaire	  was	  designed	  to	  collect	  data	  on	  two	  perspectives	  as	  
the	   responses	   included	   members	   and	   non-­‐members	   of	   health	   clubs.	   For	   the	   members	   of	  
health	  clubs,	   the	  purpose	  was	   to	  determine	  what	  attracted	   them	  to	   their	   current	  club	  along	  
with	  their	  motivations.	  Non-­‐members	  were	  asked	  what	  barriers	  prevented	  them	  from	  joining	  a	  
fitness	   centre.	  Questions	  were	   aimed	   to	   gain	   a	   quantitative	   understanding	   of	   the	   drivers	   of	  
gym	   and	   health	   club	   usage,	   gym	   and	   health	   club	   selection	   and	   factors	   influencing	   customer	  
experience.	   For	   both	   groups	   of	   participants,	   it	   was	   also	   relevant	   to	   conclude	   on	   the	  
participation	  or	  not	  of	  other	  type	  of	  physical	  activity	  besides	  the	  frequency	  of	  a	  gym	  or	  health	  
club,	  and	  demographics	  (age	  and	  gender).	  
	   This	  survey	  was	  distributed	  via	  email	  and	  Facebook.	  Contrary	  to	  the	  questionnaire	  for	  
the	   members	   of	   GCP,	   this	   one	   did	   not	   require	   data	   cleaning	   as	   through	   Qualtrics	   it	   was	  
possible	  to	  demand	  answers	  to	  every	  question	  or	  else	  it	  would	  not	  be	  submitted.	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The	  online	  surveys	  were	  completed	  with	  a	  nationwide	  sample	  of	  252	  individuals.	  The	  
responses	   included	  members	   and	   non-­‐members	   of	   health	   clubs	  with	   ages	   ranging	   from	   less	  
than	  18	  to	  more	  than	  56	  years	  old.	  61,1%	  of	  the	  sample	  correspond	  to	  female	  respondents	  and	  
38,9%	  to	  male.	  In	  Appendix	  9,	  the	  statistics	  for	  this	  study	  are	  presented	  in	  more	  detail.	  
5.3. POTENTIAL	  SOURCES	  OF	  ERROR	  
	   Several	   potential	   sources	   of	   error	   can	   arise	   in	   the	   research.	   It	   is	   essential	   for	   the	  
researcher	  to	  take	  into	  consideration	  these	  possible	  errors	  in	  the	  research	  design	  to	  avoid	  the	  
occurrence	  of	   these	   in	   the	   future	   and	  be	   able	   to	   implement	   control	  mechanisms	   (Malhotra,	  
2010).	  In	  this	  sub-­‐chapter	  are	  described	  the	  sources	  of	  error	  that	  may	  have	  affected	  the	  results	  
of	  the	  study.	  
	   Since	  some	  questions	  were	  not	  answered	  from	  the	  questionnaire	  to	  the	  members	  of	  
GCP,	   the	   missing	   values	   were	   substituted	   by	   the	   corresponding	   average	   or	   similar	   criteria.	  
Therefore,	  a	  nonresponse	  error	  may	  exist	  that	  can	  increase	  the	  potential	  of	  a	  biased	  sample	  as	  
the	  missing	  responses	  are	  being	  replaced	  for	  a	  convenient	  sample	  ones.	  
There	   might	   be	   a	   random	   sampling	   error	   for	   the	   surveys	   on	   the	   motivations	   for	  
physical	   activity	   participation	   as	   these	   were	   obtained	   through	   email	   and	   our	   personal	  
Facebook.	   Results	   may	   be	   biased	   especially	   on	   what	   concerns	   the	   age	   of	   the	   respondents.	  
Despite	   the	   possible	   existence	   of	   this	   error,	   there	   is	   a	   firm	   belief	   that	   this	   sample	   is	   still	  
representative	  of	  the	  population.	  
5.4. ETHICS	  IN	  RESEARCH	   	  
The	   interviews	   performed	   to	   the	   Board	   members	   of	   GCP	   have	   dealt	   with	   sensitive	  
topics	  and	  directly	  related	  to	  the	  daily	  work	  and	  relationships	  at	  GCP.	  Once	  questioned	  about	  
their	  beliefs	  and	  opinions	  on	  the	  current	  situation	  and	  perspectives	  for	  the	  future,	  it	  is	  possible	  
that	  the	  interviewees	  were	  not	  completely	  honest	  in	  order	  not	  to	  be	  judged	  by	  their	  colleagues	  
or	  having	  their	  opinion	  shared	  with	  others.	  	  
On	  what	   concerns	   the	  mystery	   shopping	   technique,	   there	   is	   a	   clear	   ethical	   dilemma	  
that	  arises.	  On	  one	  hand,	  the	  employees	  subject	  to	  the	  research	  should	  be	  warned	  that	  it	  can	  
happen	  at	  some	  point.	  On	  the	  other	  hand,	  this	  tool	  has	  more	  accurate	  results	  if	  its	  application	  
is	  unexpected.	  For	   the	  purpose	  of	   this	  dissertation,	   the	  method	   is	  used	  mainly	  academically.	  
However,	   if	   it	   is	   to	   be	   used	   periodically	   in	   an	   institution,	   the	   employer	   should	   make	   its	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employees	   aware	   of	   a	   continuous	   evaluation	   and	   that	   the	   objective	   of	   this	   is	   not	   to	   punish	  
anyone	  for	  its	  performance	  but	  as	  a	  means	  of	  recognition	  and	  future	  improvement.	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6. MAIN	  FINDINGS	  
	   This	  chapter	  presents	  the	  results	  of	  the	  research	  techniques	  that	  answer	  the	  research	  
questions,	  and	  draws	  conclusions	  that	  will	  be	  the	  basis	  of	  future	  recommendations.	  For	  more	  
detailed	  statistical	  results,	  consult	  the	  Appendix	  7	  for	  the	  results	  of	  the	  survey	  to	  the	  members	  
of	  GCP,	  and	  Appendix	  9	  for	  the	  results	  of	  the	  survey	  on	  the	  motivations	  to	  practice	  exercise.	  
6.1. HOW	  DO	  GCP	  MEMBERS	  PERCEIVE	  THE	  QUALITY	  OF	  THIS	  HEALTH	  CLUB	  
AND	  WHAT	  DO	  THEY	  EXPECT	  OF	  SUCH	  AN	  INSTITUTION?	  
	   The	   survey	   conducted	   to	   the	   members	   of	   GCP	   was	   the	   preferred	   mean	   to	   draw	  
conclusions	   on	   this	   research	   question.	   However,	   it	   was	   also	   supported	   by	   the	   mystery	  
shopping	  to	  GCP.	  
6.1.1. GCP	  MEMBERS’	  SATISFACTION	  AND	  SERVICE	  QUALITY	  PERCEPTION	  
The	  sample	  of	  this	  questionnaire	  is	  representative	  of	  the	  population	  as	  the	  number	  of	  
questionnaires	  gathered	   represents	  approximately	  4%	  of	   the	   total	  number	  of	  members,	   and	  
10%	   of	   the	   members	   that	   in	   fact	   practice	   exercise	   at	   GCP.	   Furthermore,	   the	   sample	   is	  
diversified	  but	  balanced	  on	  what	  concerns	  the	  type	  of	  membership	  card	  of	   the	  respondents,	  
their	  weekly	  regularity	  at	  the	  institution	  and	  the	  member	  seniority	  in	  this	  health	  club.	  
When	  performing	  cross	  tabulation2	  tables	  for	  three	  variables,	  interesting	  facts	  popped	  
up.	  When	  doing	  a	  cross	  tabulation	  for	  type	  of	  membership	  card	  and	  weekly	  regularity,	   it	  was	  
found	  that	  Gold	  members	  practice	  more	  times	  per	  week	  than	  the	  Classic	  card	  members.	  When	  
doing	   the	   same	  analysis	   for	  weekly	   regularity	  and	  member	   seniority,	   there	   is	   a	   tendency	   for	  
the	  members	  that	  belong	  to	  GCP	  the	  longer	  to	  be	  the	  most	  frequent	  users.	  	  
	   On	   what	   concerns	   the	   motives	   for	   enrolling	   at	   GCP	   and	   for	   maintaining	   the	  
membership,	   the	   most	   important	   one	   was	   the	   technical	   quality	   of	   employees,	   followed	  




	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  
2	  Cross	  tabulation,	  or	  crosstabs	  in	  short,	  is	  a	  statistical	  process	  that	  shows	  the	  interrelation	  between	  two	  
variables.	  	  










This	  result	  provides	  a	  clue	  on	  what	  should	  be	  promoted	  about	  GCP	  since	  these	  are	  the	  
most	  valued	  attributes	  of	  the	  institution.	  	  
Analyzing	  the	  degrees	  of	  satisfaction	  of	  the	  respondents	  with	  certain	  services	  of	  GCP,	  
the	   result	  was	   surprising.	  Within	  every	   characteristic	   analyzed,	   the	   respondents	  were	   clearly	  
very	   satisfied	   with	   the	   service	   provided,	   with	   the	   exception	   of	   the	   parking	   lot.	   This	  
demonstrates	  that	  respondents	  are,	  in	  general,	  satisfied	  with	  the	  service	  quality	  of	  GCP,	  so	  this	  
is	   probably	   not	   the	   source	  of	   the	  problem	   for	   the	  decreasing	   number	   of	  members.	   Another	  
aspect	  worth	  mentioning	  is	  the	  fact	  that	  members	  are	  not	  aware	  of	  SAAT,	  which	  is	  the	  Fitness	  
Assessment	   and	   Technical	   Advice	  Office.	   31%	  of	   the	   respondents	   has	   never	   been	   there	   and	  
consequently	   were	   not	   able	   to	   infer	   on	   the	   quality	   and	   their	   degree	   of	   satisfaction.	   This	  
provides	  a	  warning	  sign	  to	  promote	  and	  encourage	  members	  to	  visit	  it,	  especially	  because	  this	  
service	  is	  free	  of	  charge	  for	  the	  members	  of	  GCP.	  	  
	  When	  members	  were	  asked	  on	   their	  degree	  of	  accordance	  with	  several	   statements,	  
the	   majority	   agrees	   with	   all	   of	   them.	   These	   statements	   reflected	   the	   feelings	   towards	   the	  
institution	  and	  how	  the	  members	  perceived	  the	  image	  of	  it.	  	  
With	  this	  questionnaire	  it	  was	  possible	  to	  understand	  that	  the	  members	  of	  GCP	  are,	  in	  
general,	   satisfied	   with	   the	   service	   provided	   and	   feel	   integrated	   in	   the	   lifestyle	   promoted.	  
Service	   quality	   is	   not	   compromised	   and	   the	   technical	   quality	   of	   the	   professors	   is	   extremely	  
valued.	  Mystery	  shopping	  was	  then	  performed	  for	  a	  more	  deep	  insight	  on	  the	  operations	  and	  
customer	  service	  of	  this	  institution.	  
	  
Ranking	  of	  Motives	  for	  Going	  to	  GCP	  
1. Technical	  quality	  of	  employees	  
2. Location	  near	  home	  
3. Reputation	  and	  values	  of	  GCP	  
4. Adequate	  schedule	  
5. Diversity	  in	  activities	  
6. Frequency	  of	  family/friends	  
7. Location	  near	  work	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6.1.2. MYSTERY	  SHOPPING	  AT	  GCP	  
	   Mystery	   Shopping	  was	   conducted	   by	   the	   two	   analysts	   that	   filled	   the	   same	   checklist	  
with	   an	   evaluation	   scale.	   It	   was	   found	   that	   the	   female	   locker	   room,	   which	   was	   recently	  
renovated,	   and	   the	   workout	   area	   were	   the	   aspects	   worth	   highlighting	   for	   their	   superior	  
ambiance.	  On	  the	  down	  side,	  there	  are	  some	  points	  to	  consider	  for	  future	  improvement.	  The	  
greeting	   in	   the	   first	  visit	   is	  nonexistent	  and	   this	  can	  be	  uncomfortable	  and	  confusing,	  as	   it	   is	  
difficult	  for	  a	  newcomer	  to	  orient	  themselves	  the	  first	  few	  times	  in	  the	  building.	  Furthermore,	  
it	  would	  make	   the	  member	   feel	  more	   integrated	   and	   that	   GCP	   cares	   about	   his	   or	   her	  well-­‐
being.	  Another	  aspect	  to	  consider	  is	  the	  parking	  lot.	  It	  is	  not	  understandable	  by	  the	  members	  
why	   they	   should	   pay	   for	   a	   private	   parking	   lot	   that	   belongs	   to	   GCP	   to	   visit	   their	   facilities.	  
Besides	  that,	  during	  rush	  hours	  it	  is	  very	  difficult	  to	  have	  a	  free	  spot	  in	  the	  parking	  lot	  or	  even	  
to	  park	  anywhere	  else	  around	  GCP.	  There	   is	   another	  aspect,	   a	  minor	  one,	  which	   is	   the	   food	  
displayed	  in	  the	  cafeteria.	  To	  fit	  a	  sportive	  and	  active	  lifestyle,	  this	  food	  should	  be	  healthy	  to	  
educate	  and	  encourage	  members	  on	  a	  good	  nutrition,	  and	  not	  showing	  chips,	  chocolates	  and	  
cakes	  in	  the	  front	  line.	  
6.2. WHAT	  IS	  THE	  GENERAL	  OPINION	  ON	  THE	  PRACTICE	  OF	  PHYSICAL	  
ACTIVITY,	  ESPECIALLY	  IN	  THE	  CONTEXT	  OF	  GYMS	  AND	  HEALTH	  CLUBS?	  
	   In	  order	  to	  understand	  the	  motivations	  and	  interests	  on	  what	  concerns	  the	  practice	  of	  
physical	   activity,	   an	   online	   survey	   was	   conducted	   to	   a	   nationwide	   sample.	   As	   referred	  
previously	  in	  this	  dissertation,	  this	  sample	  is	  not	  completely	  representative	  of	  the	  Portuguese	  
population	  as	  the	  great	  majority	  of	  the	  respondents	  correspond	  to	  people	  aged	  from	  18	  to	  25.	  	  
	   65,1%	  of	  the	  respondents	  do	  not	  go	  to	  any	  gym	  or	  health	  club	  at	  the	  moment	  of	  the	  
questionnaire.	  From	  this	  group	  of	  people,	  71,4%	  practices	  another	  physical	  activity,	  usually	  for	  
leisure.	  It	  was	  believed	  to	  be	  interesting	  to	  find	  out	  the	  reasons	  for	  not	  going	  to	  a	  gym,	  and	  the	  











2.3%	   1.1%	  
AWARENESS	  OF	  THE	  CURRENT	  GYM	  OR	  HEALTH	  CLUB	  
Family/friend	  
recommenda|on	  
Loca|on	  oen	  aended	  
Promo|on	  by	  the	  gym	  
Adver|sing	  on	  TV/press	  
Website	  
Ranking	  of	  Motives	  for	  Not	  Attending	  a	  Gym	  or	  Health	  Club	  
1. It	  is	  too	  expensive	  
2. I	  have	  no	  available	  time	  to	  do	  that	  
3. I’d	  rather	  practice	  exercise	  outdoors	  
4. I	  have	  no	  one	  to	  go	  with	  me	  
5. I	  walk	  or	  bike	  a	  lot	  in	  my	  daily	  living	  
6. I	  believe	  that	  gyms	  are	  too	  crowded	  
7. I	  do	  not	  like	  to	  move	  to	  practice	  physical	  activity	  
8. I	  already	  practice	  exercise	  in	  a	  sports	  club	  
9. I	  avoid	  situations	  where	  I	  can	  be	  judged	  by	  my	  appearance	  
10. I	  do	  not	  care	  about	  my	  appearance	  
11. I	  think	  that	  gyms	  and	  health	  clubs	  are	  poorly	  attended	  
12. For	  health	  reasons	  
	   By	  performing	   cross	   tabulations,	   the	   female	   respondents	   are	   the	  ones	   that	   attribute	  
more	   importance	  to	  the	  aesthetics	  motives	  for	  not	  attending	  the	  gym.	  62,5%	  of	  the	  share	  of	  
the	   sample	   that	  do	  not	  go	   for	  not	  being	   judged	  by	   their	   appearance	  are	  women.	  Contrarily,	  
80%	  of	  the	  respondents	  that	  say	  that	  they	  are	  not	  going	  to	  the	  gym	  because	  they	  do	  not	  care	  
about	  their	  appearance	  are	  men.	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   When	   asked	   on	   how	   they	   became	   aware	   of	   their	   current	   gym	   or	   health	   club,	   the	  
majority	  of	  the	  respondents	  replied	  that	   it	  was	  by	  recommendation	  of	   family	  or	  friends.	  This	  
was	   the	   expected	   outcome	   as	   word-­‐of-­‐mouth	   is	   perceived	   as	   the	   most	   powerful	  
communication	   and	   promotion	   tool	   for	   services.	   The	   location	   often	   attended	   is	   also	   an	  
important	  attribute	  and	  this	  is	  in	  accordance	  with	  the	  results	  of	  the	  previous	  questionnaire.	  
Ranking	  of	  Reasons	  for	  Choosing	  the	  Current	  Gym	  or	  Health	  Club	  
1. Location	  near	  home	  
2. Prices	  practices	  
3. Frequency	  of	  family/friends	  
4. Adequate	  schedule	  
5. Diversity	  of	  activities	  
6. Location	  near	  work	  
7. Promotion	  at	  the	  time	  of	  the	  enrollment	  
8. Reputation	  and	  values	  of	  the	  gym	  or	  health	  club	  
9. Technical	  quality	  of	  employees	  
	  	   If	   these	   results	   are	   compared	   against	   the	   questionnaire	   that	   was	   made	   to	   the	  
members	  of	  GCP,	  it	  is	  to	  notice	  a	  slight	  difference	  in	  the	  ranking.	  In	  this	  one,	  the	  location	  near	  
home,	   the	   prices	   practiced	   and	   the	   frequency	   of	   family	   and	   friends	   are	   at	   the	   top	   of	   the	  
reasons	  for	  choosing,	  and	  the	  reputation	  and	  values	  and	  the	  technical	  quality	  of	  employees	  are	  
regarded	  as	  less	  important.	  In	  the	  previous	  survey,	  the	  technical	  quality	  is	  referred	  as	  the	  main	  
reason	   for	   choosing	  GCP.	  This	   shows	   that	  GCP	  members	  give	   the	  due	  value	   to	   its	  professors	  
and	   the	  excellence	   in	  service	  quality,	  and	  people	   that	  are	  not	  used	   to	   this	  excellence	  do	  not	  
regard	  it	  as	  a	  determinant	  factor	  in	  the	  decision.	  
	   About	  the	  activities	  provided	  by	  the	  gyms	  and	  health	  clubs	   in	  Portugal,	  the	  ones	  that	  
have	   more	   practitioners	   are	   cardiofitness,	   weight	   lifting,	   physical	   conditioning,	   cycling	   and	  
Body	  Pump.	  The	  ones	  that	  are	  attended	  more	  often	  are	  cardiofitness,	  weight	   lifting,	  physical	  
conditioning,	  cycling	  and	  Body	  Combat.	  
	   The	   preferred	   means	   of	   transportation	   are	   by	   foot	   (47,7%)	   and	   by	   car	   (39,8%).	  
Probably	   due	   to	   the	   proximity	   to	   home	   or	   another	   frequently	   attended	   location,	   there	   are	  
more	  people	  walking	  to	  the	  gym,	  or	  because	  they	  are	  aware	  a	  priori	  that	  it	  is	  difficult	  to	  find	  a	  
parking	  spot.	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   Similarly	   to	   the	   survey	   performed	   at	   GCP,	   there	   were	   several	   statements	   to	   be	  
classified	  in	  a	  scale	  of	  agreement.	  There	  are	  three	  aspects	  to	  highlight	  from	  this	  question.	  First,	  
only	  57,95%	  of	  the	  respondents	  will	  communicate	  to	  the	  employees	  if	  they	  are	  unsatisfied.	  The	  
implications	  of	  this	  can	  be	  that	  they	  simply	  leave	  when	  they	  are	  not	  satisfied	  with	  the	  service	  
and/or	   they	  will	  more	  easily	   express	   their	   dissatisfaction	   to	   close	   contacts,	  which	  may	  harm	  
the	   image	   of	   the	   institution,	   being	   word-­‐of-­‐mouth	   so	   strongly	   taken	   into	   consideration.	  
Second,	   78,41%	   use	   the	   Internet	   as	   the	   main	   platform	   for	   information	   search	   about	   an	  
organization	   and	  60,23%	  believe	   that	   the	   visual	   appeal	   of	   the	  website	  makes	   the	  difference	  
when	  is	  time	  to	  make	  a	  decision.	  Hence,	  it	  is	  of	  extreme	  importance	  to	  invest	  in	  a	  website	  with	  
a	  modern	  looking	  interface	  that	  fits	  the	  values	  of	  the	  gym.	  Third,	  the	  use	  of	  celebrities	  in	  the	  
promotion	  of	  a	  gym	  or	  health	  club	  is	  not	  considered	  as	  determinant	  or	  appealing	  in	  the	  sense	  
of	  enticing	  a	  person	  to	  buy.	  
As	   for	   the	   personal	  motivations	   for	   practicing	   exercise	   in	   a	   gym	   or	   health	   club,	   the	  
main	  reasons	  are	  aesthetic.	  These	  can	  be	  used	  as	  the	  messages	  to	  transmit	  in	  the	  promotion	  of	  
a	  gym	  or	  health	  club,	  as	  this	  is	  what	  people	  are	  looking	  for	  when	  attending	  it.	  
Ranking	  of	  Personal	  Motives	  for	  Practicing	  Physical	  Activity	  
1. To	  keep	  in	  shape	  
2. To	  improve	  my	  appearance	  
3. It	  makes	  me	  feel	  good	  
4. To	  relax	  
5. To	  lose	  weight	  
6. To	  prevent	  diseases	  
7. My	  doctor	  advised	  me	  to	  
8. I	  like	  physical	  competition	  
9. To	  meet	  new	  people	  
10. To	  spend	  time	  with	  family/friends	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6.3. HOW	  CAN	  GCP	  ATTRACT	  NEW	  MEMBERS	  WHILE	  RETAINING	  THE	  
EXISTING	  ONES?	  	  
	   To	   answer	   this	   research	   question,	   it	   is	   important	   to	   take	   into	   consideration	   the	  
previous	   findings	  and	  complement	   these	  with	   the	  mystery	   shopping	  and	   in-­‐depth	   interviews	  
conclusions.	  
6.3.1. MYSTERY	  SHOPPING	  
	   Mystery	   shopping	   was	   conducted	   at	   GCP	   and	   its	   competitors.	   For	   GCP,	   the	   main	  
conclusions	  were	  already	  referred	  earlier	  in	  this	  chapter	  for	  the	  first	  research	  question.	  For	  the	  
competitors,	   the	   outcome	   was	   the	   definition	   of	   strengths	   and	   weaknesses.	   Moreover,	   a	  
benchmarking	  analysis	  was	  performed	  supporting	  these	  results	  with	  secondary	  data	  collected	  
(Appendix	  10).	  












Differentiating	  Factors	   	   Personal	  Training	   Social	  component	   Low	  prices	  
Social	  Networking	   	   All	  present	  in	  Facebook	  with	  daily	  posts	  
Average	  monthly	  fee	   	   €83	   €82	   €26	  
On	  what	   concerns	  Holmes	  Place	  Amoreiras,	   the	  offer	   is	   very	   similar	   to	  GCP	  having	  a	  
wide	  range	  of	  activities	  and	  belonging	  to	   the	  premium	  segment	  as	  well.	  This	  health	  club	  has	  
two	  strengths	  that	  correspond	  to	  the	  weaknesses	  of	  GCP:	  member	  follow-­‐up	  and	  free	  parking	  
for	  3	  hours.	  Holmes	  Place	  takes	   into	  great	  care	  the	  presence	  of	   its	  members	   in	   the	   facilities,	  
encouraging	  them	  to	  come	  back	  when	  they	  are	  absent	   for	  a	  while,	  enticing	  them	  to	  try	  new	  
classes	  and	  even	  before	  becoming	  actual	  members	  of	  the	  institution.	  The	  free	  parking	  comes	  
as	   a	   response	   to	   the	   difficulty	   in	   parking	   vehicles	   in	   the	   area	   that	   generates	   stress	   and	  
frustration,	   which	   has	   consequences	   in	   the	   customer	   experience	   at	   the	   gym.	   The	   main	  
weaknesses	  are	  the	  poor	  capacity	  of	  the	  locker	  rooms	  at	  rush	  hours	  and	  lack	  of	  transparency	  in	  
the	  prices	  practiced.	  	  
Clube	   VII	   has	   a	   prime	   location	   at	   the	   center	   of	   Lisbon	   and	   provides	   its	   members	  
premium	  facilities.	  Similar	  to	  Holmes	  Place	  Amoreiras,	  it	  has	  free	  parking	  for	  2	  hours	  to	  avoid	  
stressful	  situations.	  The	  space	  is	  propitious	  to	  socializing	  and	  the	  ambiance	  makes	  the	  member	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feel	  at	  home.	  The	  follow-­‐up	  is	  not	  as	  thorough	  as	  at	  Holmes	  Place	  but	  at	  least	  the	  first	  visit	  is	  
accompanied	   throughout.	   The	   weaknesses	   are	   the	   considerably	   high	   monthly	   fees	   and	   the	  
reception,	  the	  service	  depends	  on	  who	  is	  behind	  the	  counter.	  
Fitness	  Hut	  Amoreiras	   is	  quite	  different	  from	  the	  health	  clubs	  considered	  since	   it	   is	  a	  
low-­‐cost	   one	   that	   looks	   to	   provide	   only	   the	   most	   basic	   features	   and	   summing	   up	   on	   the	  
monthly	   fee	   the	   extras.	   The	   main	   strength	   is	   the	   monthly	   fee	   which	   is	   at	   a	   reduced	   cost.	  
Moreover,	   for	   a	   plus,	   a	   member	   can	   attend	   any	   Fitness	   Hut	   gym	   wherever	   it	   is.	   The	   low	  
capacity	  of	  the	  locker	  rooms,	  especially	  in	  the	  showers,	  the	  system	  of	  booking	  in	  advance	  the	  
group	  classes	  that	  a	  member	  wishes	  to	  attend,	  and	  the	  weak	  monitoring	  and	  support	  from	  the	  
professors	  in	  the	  workout	  room	  are	  weaknesses	  that	  may	  not	  justify	  the	  tradeoff	  with	  the	  low	  
prices.	  
6.3.2. IN-­‐DEPTH	  INTERVIEWS	  
The	  interviews	  with	  the	  Board	  members	  worked	  as	  a	  basis	  for	  a	  better	  understanding	  
of	   how	   the	   business	   works	   for	   GCP	   and	   to	   confirm	   conceived	   ideas	   on	   issues	   affecting	   the	  
organization.	  It	  is	  interesting	  to	  highlight	  though	  that	  every	  single	  member	  of	  the	  Board,	  when	  
asked	  about	  what	  they	  think	  that	  could	  be	  improved	  at	  GCP,	  believes	  that	  the	  only	  problem	  is	  
that	  the	  facilities	  do	  not	  allow	  future	  growth	  of	  the	  institution.	  There	  was	  only	  one	  person	  that	  
identified	  the	  existence	  of	  communication	  problems	  between	  the	  departments.	  
The	  interviews	  to	  the	  former	  members	  of	  GCP	  drew	  conclusions	  in	  accordance	  to	  the	  
ones	  obtained	   from	  the	  questionnaires.	  Both	  of	   them	   identified	   the	   lack	  of	   follow-­‐up	  on	   the	  
members	  and	  the	   lack	  of	  communication	  about	  GCP’s	  offerings	  as	  concerning,	  since	  this	  was	  
the	   reason	   for	   having	   them	   quit.	   There	  was	   agreement	   on	   the	   satisfaction	  with	   the	   service	  
quality	  and	  the	  superiority	  of	  the	  services	  provide	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   Taking	   into	   consideration	   the	   knowledge	   provided	   by	   the	   literature	   review	   and	   the	  
insights	   gathered	   from	   the	   research	   methods	   used	   for	   this	   investigation,	   recommendations	  
were	   provided	   to	   Ginásio	   Clube	   Português	   from	   three	   perspectives:	   customer	   acquisition,	  
customer	  retention	  and	  general	  recommendations	  across	  all	  the	  areas	  of	  GCP.	  	  
	   As	   a	   whole,	   the	   marketing	   strategies	   were	   based	   on	   a	   proposed	   targeting	   and	  
positioning.	  Currently,	  GCP	  assumes	  an	  undifferentiated	  targeting.	  Based	  on	  the	  demographic	  
characteristics	  of	  the	  current	  members	  of	  GCP,	  the	  expected	  evolution	  in	  the	  population	  and	  
the	  forecasted	  trends	  in	  the	  fitness	  industry,	  two	  segments	  were	  advised	  as	  targets	  based	  on	  
generation:	  Baby	  Boomers	  and	  Generation	  Z.	  The	  first	  segment	  would	  be	  more	  directed	  to	  the	  
workout	   area	   and	   group	   classes,	   and	   the	   second	   one	   to	   the	   training	   and	   representation	  
activities,	  which	  per	  se	  would	  attract	  their	  parents	  as	  long	  as	  there	  is	  a	  compatible	  schedule.	  In	  
general,	   the	  positioning	   should	  be	  emphasized	  on	   the	  differentiating	  aspect	  of	   the	   technical	  
know-­‐how	   of	   the	   employees	   and	   the	   familiar	   concept	   of	   GCP	   when	   compared	   to	   other	  
institutions	   in	   the	   same	   market.	   However,	   there	   is	   a	   niche	   with	   considerable	   potential	   of	  
growth	   which	   concerns	   the	   special	   programs	   provided	   by	   GCP	   (for	   example,	   the	   Cardiac	  
Rehabilitation	  Program),	  which	  have	  the	  accreditation	  of	   important	   institutions	   in	   the	  Health	  
sector,	  and	  could	  work	  as	  opportunities	  to	  attract	  people	  with	  debilitated	  medical	  conditions,	  
who	  are	  not	  being	  served	  by	  any	  other	  organization.	  
7.1. CUSTOMER	  ACQUISITION	  
7.1.1. IMPROVED	  WEBSITE	  
In	   accordance	   with	   the	   results	   from	   the	   questionnaire	   about	   the	   motivations	   and	  
interests	   in	   the	   practice	   of	   physical	   activity	   and	   with	   the	   observed	   tendency	   of	   “research	  
online,	  purchase	  offline”,	  it	  was	  suggested	  an	  improved	  website	  with	  a	  fresh	  and	  clean	  image.	  
For	   that,	   a	   prototype	   of	   the	   website	   was	   created	   and	   two	   platforms	   were	   appointed	   as	  
possible	   alternatives	   at	   reduced	   costs.	   The	   prototype	   website	   can	   be	   accessed	   through	   the	  
hyperlink	   as	   follows:	   http://filipamm.wix.com/gcp-­‐.	   In	  Appendix	   11,	   a	   visual	   comparison	   can	  
be	  found	  between	  the	  actual	  website	  and	  the	  one	  proposed.	  Besides	  being	  relatively	  recent,	  
the	  image	  of	  the	  current	  website	  is	  old-­‐fashioned	  and	  not	  user-­‐friendly.	  The	  solution	  proposed	  
is	  a	  cleaner	  and	  more	  practical	  alternative.	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7.1.2. RAISING	  CORPORATE	  CLIENTS	  
Strategically,	  GCP	  is	   located	  in	  the	  center	  of	  a	   large	  business	  area	  and	  this	  advantage	  
could	  be	   leveraged	  by	  establishing	   corporate	  protocols	  with	   the	   companies	  operating	   in	   the	  
area.	  The	  incentive	  should	  be	  provided	  to	  the	  companies	  in	  the	  sense	  that	  practicing	  physical	  
activity	   improves	   the	   quality	   of	   life	   and	   health	   of	   their	   employees	   and	   helps	   them	  manage	  
stress,	   consequently	   reducing	   absenteeism.	   These	   protocols	   could	   involve	   reduced	  
membership	   monthly	   fees.	   Furthermore,	   it	   was	   suggested	   the	   organization	   of	   “open	   days”	  
specifically	  directed	  to	  each	  company	  at	  GCP	  in	  order	  to	  demonstrate	  the	  lifestyle	  and	  leisure	  
that	  they	  would	  experience	  as	  members.	  
7.1.3. SHARED	  MEMBERSHIP	  CARD	  
Additionally,	   similarly	   to	  what	   is	  being	  done	  at	  Clube	  VII,	   a	   shared	  membership	   card	  
was	  mentioned	  as	  potential	  mean	  of	  controlling	  the	  lack	  of	  surveillance	  on	  the	  entrance	  to	  the	  
locker	  rooms	  that	  originates	  the	  use	  of	  the	  facilities	  by	  non-­‐members.	  This	  would	  not	  only	  give	  
people	  a	  sense	  of	  membership	  to	  this	  health	  club	  but	  also	  raise	  consciousness	  to	  act	  ethically.	  
For	  example,	  a	  person	  would	  find	  it	  more	  worthy	  to	  share	  the	  card	  with	  another	  person	  than	  
to	  use	  someone	  else’s	  card	  to	  enter	  the	  workout	  area	  or	  group	  classes	  in	  an	  illegitimate	  way.	  
This	   card	   could	   be	   promoted	   to	   couples,	   families	   or	   friends	   that	   could	   share	   the	   card	   at	   a	  
reduced	  monthly	  fee.	  	  
7.1.4. MEMBER	  GET	  MEMBER	  
As	   translated	   in	   the	   questionnaire	   results,	   word-­‐of-­‐mouth	   is	   the	   most	   important,	  
influential	  and	  credible	  communication	  tool.	  Therefore,	  the	  promotions	  should	  be	  focused	  on	  
a	   “member	   get	  member”	   philosophy,	   being	   the	   current	  members	   the	   ones	   to	   promote	   and	  
recommend	   GCP	   and	   bring	   friends	   and	   family	   to	   become	  members	   as	   well.	   In	   this	   kind	   of	  
promotions,	  a	  reduced	  monthly	  fee	  or	  registration	  fee	  should	  be	  offered	  to	  the	  new	  member,	  
and	  a	  compensation	  should	  be	  given	  to	  the	  members	  that	  brought	  them	  (for	  example:	  offering	  
a	  voucher	  to	  discount	  in	  one	  of	  the	  support	  facilities,	  such	  as	  the	  hairdresser	  or	  the	  Spa).	  
7.2. CUSTOMER	  RETENTION	  
	   As	   it	   costs	   five	   times	  more	   to	  attract	   a	  new	  customer	   then	   to	   retain	  an	  existing	  one	  
(Grantham,	   1998),	   retention	   strategies	   are	   extremely	   important	   for	   the	   success	   of	   an	  
institution	   in	   this	   market.	   The	   proposed	   retention	   strategies	   are	   grouped	   in	   two	   areas:	  
Customer	  Relationship	  Management	  (CRM)	  and	  Internal	  Marketing.	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7.2.1. PERSONAL	  AREA	  ON	  THE	  WEBSITE	  
	   In	  the	  new	  website,	  a	  personal	  access	  should	  become	  available	  to	  the	  members	  so	  that	  
they	  are	  able	  to	  perform	  multiple	  tasks:	  check	  their	  Fitness	  Assessment	  Office	  evaluations	  and	  
their	   evolution,	   consult	   their	   personalized	   training	   plan,	   schedule	   fitness	   evaluations	   and	  
training	  plan	   reassessments,	   give	   feedback	  on	   the	   service	  provided	  and	   interact	   closely	  with	  
the	  professors	  and/or	  personal	  trainers.	  	  
7.2.2. MEMBER	  FOLLOW-­‐UP	  SYSTEM	  
	   The	   greatest	   flaw	   identified	  was	   the	   lack	  of	   a	  member	   follow-­‐up	   system.	  Nowadays,	  
with	   all	   the	   access	   to	   information	   and	   variety	   of	   alternatives	   of	   competitors	   or	   substitute	  
services,	  it	  is	  essential	  to	  keep	  an	  integrated	  structure	  of	  several	  actions	  of	  follow-­‐up.	  In	  their	  
anniversary,	   the	   members	   should	   receive	   a	   text	   message	   congratulating	   them	   and	   inviting	  
them	  to	  visit	  the	  facilities,	  as	  this	  shows	  interest	  and	  a	  feeling	  that	  this	  is	  a	  special	  occasion	  for	  
the	   GCP	   as	   well.	   With	   one	   day	   in	   advance,	   text	   messages	   could	   be	   sent	   to	   the	   members	  
warning	  them	  about	  their	  scheduled	  assessments	  and	  trainings.	  Every	  time	  a	  member	  asks	  for	  
the	  cancellation	  of	  his	  membership,	   it	   is	  advised	   to,	  before	   the	   formalization	  of	   the	  process,	  
schedule	   a	  meeting	   to	   infer	   on	   the	   source	   of	   the	   problem,	   understand	   the	  motives	   for	   the	  
dissatisfaction	   and	   try	   to	   revert	   the	   situation.	   Upon	   the	   enrollment	   of	   a	   new	   member,	  
reception	  and	  guidance	  must	  be	  given	  to	  make	  him	  feel	  comfortable	  and	  part	  of	  the	  “family”.	  
An	  employee	  should	  be	  pointed	  out	  for	  a	  guided	  tour	  and	  a	  phone	  call	  after	  two	  weeks	  should	  
also	  be	  made	   to	  make	   sure	   the	  adaptation	  phase	   is	  occurring	   smoothly	  and	  correct	  possible	  
defects	   from	   the	   beginning.	   Furthermore,	   periodically,	   GCP	   should	   invite	   its	  members	   to	   fill	  
satisfaction	   questionnaires	   to	   conclude	   on	   the	   overall	   satisfaction	   level	   and	   the	   preferred	  
activities	   being	   provided.	   All	   this	   could	   be	   accomplished	   through	   an	   integrated	   IT	   system	  of	  
CRM.	  
7.2.3. GCP’S	  FACEBOOK	  PAGE	  
	   When	  compared	  to	  its	  direct	  competitors,	  GCP’s	  Facebook	  page	  is	  not	  very	  interactive	  
and	  has	  a	   lower	  number	  of	   “likes”.	  To	  make	   it	  more	  appealing,	   it	  ought	   to	  be	  daily	  updated	  
with	  posts	  on	  activities,	  health	  or	  curiosities	  taking	  advantage	  of	  the	  different	  specializations	  of	  
the	   personnel.	   In	   a	   controlled	   manner,	   as	   there	   are	   more	   than	   a	   hundred	   teachers,	   these	  
should	   be	   encouraged	   to	   post	   information	   on	   new	   classes,	   master	   classes	   or	   events,	   to	  
motivate	  the	  viewers	  to	  participate.	  Negative	  comments	  should	  not	  be	  left	  without	  an	  answer.	  
On	   the	  other	  hand,	   these	   should	  be	   replied	   asking	   the	  person	   in	  question	   to	   visit	  GCP	   for	   a	  
more	   personal	   talk	   and	   promising	   that	   efforts	  will	   be	  made	   to	   solve	   the	   problem	   in	   hands.	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Publications	  that	  advertise	  other	  institutions	  and	  products	  or	  services	  without	  the	  permission	  
of	  GCP	  should	  be	  eliminated.	  
7.2.4. MEMBER	  INCENTIVE	  PROGRAMS	  
	   There	  are	  captivating	   incentive	  programs	  that	  encourage	  members	  to	  visit	  GCP	  more	  
often	   and	   to	   generate	   “buzz”.	   Selling	   merchandising	   is	   by	   itself	   an	   advertising	   tool	   that	   is	  
voluntary	  used	  by	  members	  to	  promote	  GCP	  to	  the	  exterior.	  Constituting	  reward	  schemes	   in	  
the	   form	   of	   accumulation	   of	   points	   in	   exchange	   for	   products	   or	   vouchers	   to	   be	   discounted	  
inside	  GCP,	   or	   organizing	   challenges	   for	   the	   “biggest	   user”	   increases	   the	   sense	   of	   belonging	  
and	  striving	  for	  objectives,	  which	  will	  be	  translated	  in	  an	  increased	  frequency	  at	  GCP.	  It	  could	  
also	  be	  arranged	  a	   compensation	   to	   the	  members	   that	  are	  most	  absent	  during	   summer	  and	  
reward	   them	  with	   a	   session	   of	   personal	   training	   to	  make	   them	   gain	  motivation	   to	   practice	  
again.	   To	   create	   awareness	   of	   the	   history	   of	   the	   gym,	   an	   exhibition	   should	   organized	  
reinforcing	  its	  values	  and	  achievements	  throughout	  more	  than	  a	  century	  of	  history.	  
7.2.5. INTERNAL	  MARKETING	  
	   On	  what	   concerns	   the	   internal	  marketing,	   the	   focus	   is	   on	   training	   and	   adapting	   the	  
front	  office	  employees	  to	  the	  CRM	  system	  and	  to	  the	  new	  roles	  and	  tasks	  that	  they	  should	  be	  
developing	  on	  a	  daily	  basis.	  Moreover,	  performance	  evaluations	  should	  be	  conducted	  with	  a	  
pedagogical	  purpose	  but	  also	  should	  be	  incorporated	  in	  the	  salary.	  Employees	  should	  also	  be	  
instructed	  that	  they	  are	  the	  direct	  contact	  of	  the	  institution	  with	  the	  employee	  so	  they	  direct	  
their	  efforts	  towards	  the	  constant	  promotion	  of	  the	  values	  of	  GCP.	  
7.3. GENERAL	  RECOMMENDATIONS	  
	   The	   general	   recommendations	   comprise	   putting	   the	  parking	   lot	   free	   of	   charge	   for	   2	  
hours	  per	  day	   for	   the	  members	  of	  GCP	  and	   the	   creation	  of	  a	   charged	  card	   for	   the	   residents	  
that	  would	  like	  to	  park	  their	  care	  in	  the	  parking	  of	  the	  gym	  with	  a	  fixed	  monthly	  fee.	  It	  is	  also	  
included	   as	   a	   suggestion	   the	   acquisition	   of	  machines	   of	   class	   tickets	   in	   order	   to	   control	   the	  
preference	  of	  classes	  and	  in	  which	  schedules	  and	  to	  control	  the	  entrances.	  Signposts	  should	  be	  
fixed	   to	   guide,	   especially	   new	   members,	   around	   the	   facilities	   as	   it	   is	   quite	   confusing	   to	  
understand	  the	  organization	  of	  the	  building.	  At	  last,	  the	  communication	  between	  Board	  offices	  
should	   be	   improved	   to	   avoid	   delays	   in	   the	   synchronization	   of	   activities	   and	   increase	   the	  
efficiency	  of	  processes.	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7.4. FEEDBACK	  FROM	  THE	  CLIENT	  
	   Overall,	  all	  the	  Board	  members	  were	  very	  satisfied	  with	  the	  proposed	  solutions	  during	  
the	   presentation.	   The	   feedback	   was	   particularly	   positive	   from	   the	   CEO	   of	   Ginásio	   Clube	  
Português.	   There	  were	   some	   solutions	   that	  were	   already	   discussed	   previously	   by	   them	   and	  
discarded,	   but	   there	   was	   a	   special	   interest	   on	   the	   improved	  website	   suggestion,	   the	   “open	  
days”	  for	  corporate	  clients	  and	  the	  shared	  membership	  card.	  As	  for	  the	  website,	  the	  Board	  was	  
aware	  that	  it	  lacked	  in	  visual	  appeal.	  However,	  the	  current	  institutional	  website	  is	  the	  product	  
of	   a	   decision	   based	   on	   the	   cost	   of	   its	   development,	   as	   the	   option	   chosen	   was	   the	   least	  
expensive.	  The	  “open	  days”	  were	  seen	  as	  an	  innovative	  way	  of	  attracting	  companies	  and	  their	  
employees	   to	   the	   facilities	   of	   GCP	   since	   these	   would	   be	   especially	   customized	   for	   each	  
company.	  The	  shared	  membership	  card	  was	  also	  accepted	  as	  an	  interesting	  and	  an	  alternative	  
possibly	   implemented	   in	   the	   future	   to	  overcome	   the	  problem	  of	   entrance	   control,	  which,	   in	  
spite	  of	  requiring	  a	  more	  complex	  logistics	  solution,	  can	  be	  smoothed.	  
	   All	  the	  other	  proposals	  were	  deemed	  as	  relevant	  and	  appropriate	  for	  the	  specific	  case	  
of	  GCP.	  There	  were	  two	   ideas	   that	   received	   less	  positive	  comments	  but	  were	  clarified	   in	   the	  
moment.	  It	  is	  the	  case	  of	  the	  Facebook	  being	  updated	  regularly	  by	  the	  professors,	  which	  could	  
have	  as	  a	  consequence	  a	  saturation	  of	  the	  page	  with	  promotion	  by	  the	  professors	  of	  their	  own	  
classes	   instead	   of	  working	   as	   an	   incentive	   to	   try	   new	   activities	   or	   push	   people	   to	  work	   out.	  
Therefore,	   it	  was	   suggested	   to	   be	  made	   in	   a	  more	   controlled	  manner	   by	  making	   clear	   right	  
from	   the	   start	   the	   purpose	   of	   this	   action	   and	   by	   having	   someone	  monitor	   the	   publications	  
made.	  The	  other	  point	  that	  raised	  some	  questions	  is	  the	  implementation	  of	  machines	  of	  tickets	  
that	  work	  as	  a	  mean	  to	  control	  entrances	  but	  also,	  if	  connected	  to	  a	  CRM	  system,	  as	  a	  way	  of	  
registering	  the	  most	  frequented	  classes	  and	  schedules	  for	  each	  member,	  thus	   identifying	  the	  
individual	  preferences	  using	   information	  technology	  and	  database	   information.	  However,	  the	  
Board	   felt	   that	   this	  would	  require	  a	  considerable	  amount	   that	  would	  be	  hardly	  affordable	  at	  
the	  time.	  
	   In	  Appendix	  12,	  there	  is	  the	  translated	  version	  of	  the	  presentation	  to	  the	  GCP’s	  Board	  
members	  of	  the	  conclusions	  and	  recommendations	  of	  this	  consulting	  project.	  
	   	  




	   	  
CONCLUSIONS	  




Upon	  evaluating	  all	   the	  progress	  of	  the	  consulting	  project	  developed,	   it	   is	  reasonable	  
to	   admit	   that	   the	   ultimate	   goal	   was	   achieved:	   the	   client	   was	   satisfied	   with	   the	   outcome.	  
Besides	  the	  specificities	  of	  the	  Health	  &	  Fitness	  Industry,	  a	  meticulous	  analysis	  and	  a	  creative	  
process	   of	   development	   of	   strategic	   marketing	   recommendations	   has	   led	   to	   the	  
accomplishment	  of	  the	  objectives	  proposed	  in	  the	  beginning.	  
The	   strategies	   developed	   were	   mainly	   focused	   on	   three	   categories:	   customer	  
acquisition,	   customer	   retention	   and	   general	   recommendations	   for	   GCP.	   It	   costs	   less	   to	  
maintain	   a	   customer	   than	   to	   retain	   an	   existing	   one.	   Therefore,	   as	   they	   have	   already	   a	   very	  
large	  customer	  base,	   the	  main	  focus	  should	  be	  on	  retaining	  the	  existing	  members,	  especially	  
those	  that	  are	  members	  but	  do	  not	  attend	  GCP,	  more	  than	  acquiring	  new	  ones.	  The	  feedback	  
to	   this	   strategy	   was	   positive	   from	   the	   client	   perspective.	   Some	   of	   the	   ideas	   were	   already	  
thought	   and	   discussed	   internally.	   Those	   referred	   to	   the	   improved	   website,	   the	   shared	  
membership	   card,	   and	   the	   “open	  days”	   for	   corporate	   clients	  were	   regarded	  as	   valuable	   and	  
innovative.	  
In	   spite	   of	   the	   success	   of	   this	   project,	   some	   aspects	   for	   further	   development	   were	  
regarded	   as	   relevant.	   It	   would	   have	   been	   important	   to	   have	   the	   involvement	   of	   all	   the	  
departments	   during	   the	   whole	   project	   to	   avoid	   biased	   information	   or	   misconceptions.	  
Regarding	  the	  research	  methodology,	  the	  questionnaires	  to	  the	  members	  of	  GCP	  should	  have	  
been	   made	   in	   person	   with	   the	   analysts	   to	   prevent	   possible	   influence	   of	   the	   employees	   or	  
friends	   in	   the	   responses	  given.	  As	   for	   the	  mystery	   shopping,	  more	  people	   should	  have	  been	  
required	  to	  complete	  the	  same	  checklist	  to	  have	  a	  broader	  sample	  of	  opinions.	  Finally,	  it	  would	  
be	  interesting	  to	  assess	  the	  financial	  validity	  of	  each	  of	  the	  recommendations,	  which	  was	  not	  
performed	  for	  being	  out	  of	  the	  scope	  of	  the	  project.	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APPENDIX	  1:	  SCRIPTS	  OF	  THE	  IN-­‐
DEPTH	  INTERVIEWS	  TO	  THE	  BOARD	  
MEMBERS	  OF	  GCP	  
CRISTINA	  CAETANO,	  EXERCISE	  &	  HEALTH	  DEPARTMENT	  DIRECTOR	  
1. How	   are	   the	   activities	   chosen?	   By	   trends,	   by	   availability	   of	   facilities,	   by	   professors’	  
specializations?	  
2. What	  distinguishes	  GCP	  from	  other	  gyms	  or	  health	  clubs?	  
3. How	  does	  SAAT	  and	  the	  special	  programs	  work?	  
4. In	   your	   opinion,	   what	   are	   the	   weaknesses	   of	   GCP	   that	   can	   prevent	   it	   from	   future	  
growth?	  
5. As	   there	   is	   no	   Human	   Resources	   department,	   how	   is	   the	  management	   of	   this	   area	  
processed?	  
RAMIRO	  FERNANDES,	  SPORTS	  DIRECTOR	  
1. How	   are	   the	   activities	   chosen?	   By	   trends,	   by	   availability	   of	   facilities,	   by	   professors’	  
specializations?	  
2. What	  are	  the	  most	  profitable	  activities?	  And	  the	  ones	  with	  most	  potential?	  
3. How	  do	  you	  feel	  the	  economic	  crisis	  is	  affecting	  the	  engagement	  in	  physical	  activity	  at	  
gyms	  or	  health	  clubs?	  
4. In	  your	  opinion,	  what	  could	  be	  improved	  at	  GCP	  to	  overcome	  its	  weaknesses?	  
5. Which	   costs	   are	   involved	   in	   the	   competition	   classes?	   Are	   these	   supported	   by	   the	  
athletes	  or	  GCP?	  
ALEXANDRA	  LAVADO,	  FINANCE	  DIRECTOR	  
1. How	  did	  you	  plan	  the	  budget	  for	  this	  year?	  
2. What	  vision	  do	  you	  have	  for	  GCP	  in	  the	  future?	  
3. How	  do	  you	  manage	  a	  health	  club	  of	  this	  dimension	  in	  times	  like	  these?	  
4. How	  are	  the	  prices	  of	  the	  memberships	  established?	  
5. In	  your	  opinion,	  what	  are	  the	  weaknesses	  of	  GCP	  that	  you	  think	  should	  be	  addressed?	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MIGUEL	  VALÉRIO,	  SPORTS	  DIRECTOR	  OF	  PISCINA	  MUNICIPAL	  DE	  CAMPO	  DE	  
OURIQUE	  
1. How	  do	  you	  see	  the	  relationship	  between	  GCP	  and	  PMCO?	  Do	  the	  users	  of	  PMCO	  feel	  
like	  they	  belong	  to	  GCP	  as	  well?	  
2. How	  are	  the	  activities	  to	  be	  offered	  chosen?	  
3. How	  does	  the	  contract	  between	  GCP	  and	  Câmara	  Municipal	  de	  Lisboa	  work?	  
4. In	  your	  opinion,	  what	  should	  be	  improved	  at	  GCP	  to	  overcome	  this	  economic	  crisis?	  
PATRÍCIA	  JORGE,	  MARKETING	  DIRECTOR	  
1. It	   has	   been	   two	   years	   since	   you	   started	  working	   at	   GCP.	  What	   differences	   between	  
GCP	  and	  your	  previous	  professional	  experience	  have	  had	  most	  impact	  on	  you?	  
2. What	  opportunities	  do	  you	  think	  there	  are	  in	  the	  Health	  &	  Fitness	  Industry	  that	  could	  
be	  explored	  by	  GCP?	  
3. In	  an	  ideal	  situation	  of	  full	  availability	  of	  resources,	  what	  would	  you	  like	  to	  be	  done	  for	  
GCP?	  
4. In	  your	  opinion,	  what	  are	  the	  weaknesses	  and	  threats	  of	  GCP?	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APPENDIX	  2:	  SCRIPT	  OF	  THE	  IN-­‐DEPTH	  
INTERVIEWS	  TO	  THE	  EX-­‐MEMBERS	  OF	  
GCP	  
1. Why	  did	  you	  decide	  to	  quit	  GCP?	  
2. What	  was	  fine	  before	  and	  now	  has	  changed	  that	  made	  you	  resign?	  
3. When	  you	  expressed	  you	   intention	   to	   leave,	  how	  was	   the	  process	  handled	  by	  GCP’s	  
employees?	  
4. What	  would	  you	  like	  to	  be	  seen	  improved	  in	  order	  for	  you	  to	  return?	  
5. As	  a	  customer,	  how	  do	  you	  feel	  about	  the	  relationship	  and	  the	  proximity	  of	  GCP	  with	  
its	  members?	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APPENDIX	  3:	  MYSTERY	  SHOPPING	  
EVALUATION	  GRID	  
	  








	   	  
	  |	  P a g e 	  
	  
60	  
APPENDIX	  4:	  “ESTUDO	  DA	  
SATISFAÇÃO	  DOS	  SÓCIOS	  DO	  GINÁSIO	  
CLUBE	  PORTUGUÊS”	  
Este	  inquérito	  está	  a	  ser	  realizado	  no	  âmbito	  de	  um	  estudo	  da	  satisfação	  dos	  sócios	  do	  
Ginásio	   Clube	   Português	   (GCP)	   relativamente	   aos	   serviços	   prestados	   pelo	   mesmo.	   As	   suas	  
respostas	   são	   confidenciais	   e	   serão	   utilizadas	   apenas	   para	   fim	   do	   estudo	   em	   causa.	   O	  
questionário	  não	  demorará	  mais	  de	  5	  minutos	  a	  responder.	  Obrigado	  pela	  sua	  colaboração.	  
1. Tipo	  de	  sócio:	  [	  	  ]	  Gold	  	  [	  	  ]	  Classic	  	  [	  	  ]	  Star	  	  [	  	  ]	  Kids	  	  [	  	  ]	  Acqua	  	  [	  	  ]	  Acqua	  Terapia	  	  [	  	  ]	  
Corporate	  	  
2. Há	  quanto	  tempo	  é	  sócio	  do	  Ginásio	  Clube	  Português?	  
[	  	  ]	  Menos	  de	  1	  ano	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  [	  	  ]	  Entre	  7	  e	  14	  anos	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  
[	  	  ]	  Entre	  2	  e	  6	  anos	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  [	  	  ]	  Mais	  de	  15	  anos	  
3. Quantas	  vezes,	  por	  semana,	  pratica	  exercício	  físico	  no	  Ginásio	  Clube	  Português?	  
[	  	  ]	  Menos	  de	  1	  vez	  por	  semana	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  [	  	  ]	  4	  a	  5	  vezes	  por	  semana	  
[	  	  ]	  1	  vez	  por	  semana	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  [	  	  ]	  Mais	  de	  5	  vezes	  por	  semana	  	  	  
[	  	  ]	  2	  a	  3	  vezes	  por	  semana	  
4. Em	  que	  altura	  do	  dia	  costuma	   frequentar	  o	  Ginásio	  Clube	  Português?	  Seleccione	  
todas	  as	  opções	  que	  se	  aplicam.	  
[	  	  ]	  Manhã	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  [	  	  ]	  Tarde	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  [	  	  ]	  Noite	  
5. Porque	  é	  que	  se	  inscreveu	  e	  frequenta	  o	  Ginásio	  Clube	  Português?	  Seleccione	  no	  
máximo	  3	  opções.	  
[	   	   ]	   Localização	   próxima	   de	   casa	   	   	   	   	   	   	   	   	   	   	   	   	   	   	   	   	   	   	   	   	   	   	   [	   	   ]	   Frequência	   de	  
familiares/amigos/colegas	  no	  GCP	  
[	  	  ]	  Localização	  próxima	  do	  trabalho	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  [	  	  ]	  Adequabilidade	  de	  horários	  
[	  	  ]	  Qualidade	  técnica	  dos	  profissionais	  	  	  	  	  	  	  	  	  	  [	  	  ]	  Diversidade	  de	  modalidades	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6. Classifique	  o	   seu	  grau	  de	   satisfação	  em	   relação	  aos	   seguintes	   serviços	  prestados	  
pelo	  GCP:	  
	   Muito	  
insatisfeito	  
Insatisfeito	   Indiferente	   Satisfeito	   Muito	  
satisfeito	  
Atendimento	  na	  recepção	  
	   	   	   	   	  
Relação	  qualidade/preço	  
	   	   	   	   	  
Horários	  dos	  serviços	  
	   	   	   	   	  
Diversidade	  de	  modalidades	  
	   	   	   	   	  
Sala	  de	  exercício	  
	   	   	   	   	  
Aulas	  de	  grupo	  
	   	   	   	   	  
Sala	  de	  Avaliação	  e	  Aconselhamento	  Técnico	  
	   	   	   	   	  
Balneário	  
	   	   	   	   	  
Restaurante/Bar	  
	   	   	   	   	  
Estacionamento	  
	   	   	   	   	  
Funcionários/Professores	  
	   	   	   	   	  
7. Classifique	  o	  seu	  grau	  de	  concordância	  com	  as	  seguintes	  afirmações:	  
	   Discordo	  
totalmente	  
Discordo	   Não	  concordo	  
nem	  discordo	  
Concordo	   Concordo	  
totalmente	  
O	  GCP	  é	  um	  local	  confortável	  e	  simpático	  
	   	   	   	   	  
Os	  serviços	  oferecidos	  são	  de	  qualidade	  
	   	   	   	   	  
O	  dinamismo	  é	  um	  conceito	  que	  distingue	  
o	  GCP	  
	   	   	   	   	  
O	   GCP	   apresenta	   um	   bom	   estado	   de	  
conservação	  
	   	   	   	   	  
O	  GCP	  é	  um	  bom	  local	  de	  convívio	  
	   	   	   	   	  
O	   estilo	   de	   vida	   activo/desportivo	  
caracteriza	  o	  GCP	  
	   	   	   	   	  
As	  instalações	  são	  de	  fácil	  acesso	  
	   	   	   	   	  
Recomendaria	   o	   GCP	   a	   amigos	   e	  
familiares	  
	   	   	   	   	  
Estou	  muito	  satisfeito(a)	  com	  o	  GCP	  
	   	   	   	   	  
8. Idade:	  _____	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  9.	  	  	  	  Género:	  [	  	  ]	  Masculino	  	  	  	  [	  	  ]	  Feminino	  
Obrigado	  pela	  sua	  colaboração!	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APPENDIX	  5:	  DISTRIBUTION	  
INSTRUCTIONS	  FOR	  GCP’S	  MEMBERS	  
SURVEY	  
This	   survey	   is	   being	   conducted	   as	   part	   of	   the	   consulting	   project	   by	   Universidade	  
Católica	   Portugues	   as	   part	   of	   a	   Master’s	   Dissertation.	   To	   do	   so,	   questionnaires	   will	   be	  
distributed	   to	   the	  members	  at	   specific	   locations	  of	  Ginásio	  Clube	  Português.	   The	  purpose	  of	  
this	   survey	   is	   to	   be	   transversal	   across	   all	   activities	   of	   GCP.	   The	   ideal	   sample	   would	   be	  
composed	  by	  members	  of	  the	  various	  membership	  cards	  and	  that	  enroll	   in	  different	  types	  of	  
activities	  such	  as	  the	  exercise	  room,	  group	  classes,	  and	  classes	  of	  representation	  and	  training.	  	  
Upon	  delivering	  the	  survey	  for	  its	  fulfillment,	  members	  should	  be	  informed	  that	  their	  
opinion	  is	  relevant,	  that	  data	  provided	  is	  confidential	  and	  its	  utilization	  will	  be	  merely	  for	  the	  
purpose	  of	  this	  study	  with	  the	  objective	  of	   improving	  the	  quality	  of	  the	  service	  offered.	  Pens	  
should	  be	  made	  available	  so	  that	  members	  can	  fill	  in	  their	  surveys.	  
The	  planning	  predicts	   that	   the	  questionnaires	  will	  be	  distributed	   from	  the	  9th	   to	   the	  
13th	  of	  April	  2013.	  On	  the	  16th	  all	  surveys	  will	  be	  collected	  so	  that	  the	  statistical	  analysis	  can	  
take	  place.	  
The	  questionnaire	  should	  be	  distributed	  at	  the	  following	  locations:	  
RECEPTION	  
At	  the	  reception,	  these	  can	  be	  collected	  in	  two	  distinct	  points:	  
• Waiting	  Room	  
• At	  the	  exit	  of	  the	  gym	  
Upon	  filling	  the	  questionnaire,	  members	  should	  deliver	  them	  to	  the	  employees	  at	  the	  
reception,	   to	   be	   stored	   in	   an	   A4	   envelope	   that	   will	   be	   made	   available,	   to	   guarantee	   their	  
confidentiality.	  
EXERCISE	  ROOM	  
At	  the	  exercise	  room,	  the	  questionnaire	  can	  be	  filled	  in	  at	  the	  entrance	  or	  by	  the	  exit	  
of	   the	   room.	  After	   its	   completion,	   the	  member	   should	   put	   it	   in	   an	  A4	   envelope	   that	  will	   be	  
made	  available	  for	  that	  effect,	  ensuring	  its	  confidentiality.	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CLASSES	  OF	  REPRESENTATION	  AND	  TRAINING	  
To	   the	  members	   that	   participate	   in	   the	   activities	   of	   representation	   and	   training,	   the	  
surveys	  should	  be	  delivered	  to	  the	  respective	  coaches	  of	  such	  activities	  so	  they	  can	  be	  filled	  in	  
before	  or	  after	  the	  workout.	  Coaches	  should	  collect	   the	  surveys	  at	   the	  reception	  where	  they	  
will	  be	  stored	  in	  an	  A4	  envelope	  that	  will	  be	  made	  available	  for	  their	  delivery.	  	  
GROUP	  CLASSES	  
For	  the	  members	  that	  participate	  in	  group	  classes,	  questionnaires	  should	  be	  filled	  and	  
collected	  at	  the	  exit	  of	  the	  class.	  These	  should	  be	  delivered	  at	  the	  reception	  afterwards	  to	  be	  
put	  inside	  the	  respective	  A4	  envelope.	  
LOCKER	  ROOM	  
In	  the	  locker	  rooms,	  the	  collection	  should	  be	  done	  by	  the	  exit,	  at	  either	  the	  feminine	  or	  
masculine	  locker	  rooms.	  The	  questionnaires	  will	  be	  given	  to	  employees	  that	  are	  responsible	  for	  
such	  distribution	  and	  put	  them	  on	  the	  respective	  A4	  envelopes.	  
RESTAURANT/CAFETERIA	  
The	  surveys	  at	   the	  Restaurant/Cafeteria	  will	  be	  distributed	  upon	  the	  act	  of	  payment.	  
After	   the	  member	   finishes	   filling	   it,	   the	   questionnaire	   should	   be	   put	   inside	   the	  A4	   envelope	  
that	  will	  be	  made	  available.	  	  
After	  gathering	  all	  the	  questionnaires,	  a	  statistical	  analysis	  will	  take	  place	  through	  SPSS	  
software	  and	  the	  results	  will	  be	  presented	  to	  the	  Board	  of	  Ginásio	  Clube	  Português,	  together	  
with	  the	  respective	  recommendations.	  
	   	  
	   	  
	  |	  P a g e 	  
	  
64	  
APPENDIX	  6:	  DATA	  EDITING	  AND	  
SCREENING	  
VARIABLE	   TREATMENT	  OF	  MISSING/INCONSISTENT	  RESPONSES	  
Age	   Replace	  missing	  value	  with	  sample	  mean	  (45)	  (all	  the	  missing	  values	  
belonged	  to	  Gold	  and	  Classic	  members)	  
Membership	  Card	  
• If	  Workout	  Area	  satisfaction	  was	  NA,	  then	  member	  is	  Classic	  
(if	  the	  respondent	  is	  aged	  18	  or	  more)	  	  
• If	  both	  Workout	  Area	  and	  Group	  Classes	  are	  classified	  in	  
terms	  of	  satisfaction,	  then	  member	  is	  Gold	  	  
• If	  the	  respondent	  is	  aged	  from	  12	  to	  17	  years	  old,	  member	  is	  
Star	  
• If	  the	  respondent	  is	  aged	  below	  12	  years	  old,	  then	  member	  
is	  Kids	  
Member	  Seniority	   Missing	  values	  were	  replaced	  with	  the	  most	  frequent	  value:	  
between	  2	  and	  6	  years	  
Weekly	  Regularity	   Missing	  values	  were	  replaced	  with	  “Twice	  to	  three	  times	  a	  week”	  
Time	  of	  the	  day	   Missing	  values	  were	  replaced	  by	  the	  most	  frequent	  values	  obtained	  
in	  the	  cross	  tabulation	  between	  age	  and	  time	  of	  the	  day	  
Motives	  for	  choosing	  GCP	   When	  the	  respondent	  did	  not	  choose	  any	  of	  the	  options,	  two	  
options	  were	  simultaneously	  selected:	  location	  near	  home	  
(LocHome)	  and	  technical	  quality	  of	  employees	  (Employees)	  
Service	  Satisfaction	   Replace	  missing	  value	  with	  “NA”	  
Statement	  Agreement	   Replace	  missing	  value	  with	  “Neither	  agree	  nor	  disagree”	  
	   	  
Besides	   this	   attribution	   of	   certain	   values	   for	   the	   missing	   ones,	   there	   were	   two	  
respondents	   whose	   case	   was	   completely	   eliminated	   from	   the	   database.	   The	   first	   did	   not	  
answer	  to	  type	  of	  membership	  card,	  member	  seniority,	  weekly	  regularity,	  time	  of	  the	  day	  and	  
motives	  for	  choosing	  GCP.	  The	  other	  one	  was	  deleted	  because	  he	  did	  not	  answer	  to	  motives	  












2.	  MEMBER	  SENIORITY	  
<	  1	  year	  
2	  -­‐	  6	  years	  
7	  -­‐	  14	  years	  




2.50%	   6.40%	  






0.20%	   1%	  
50.20%	  36.70%	  
11.80%	  
3.	  WEEKLY	  REGULARITY	  
Less	  than	  once	  a	  
week	  
Once	  a	  week	  
Twice	  to	  three	  
|mes	  per	  week	  
Four	  to	  five	  |mes	  
per	  week	  
More	  than	  five	  
|mes	  per	  week	  
APPENDIX	  7:	  GCP	  MEMBERS’	  
SATISFACTION	  AND	  SERVICE	  QUALITY	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4.	  PREFERRED	  TIME	  OF	  THE	  DAY	  TO	  GO	  TO	  GCP 	  
	   Selected	   Selected	  (%)	   Not	  Selected	   Not	  Selected	  (%)	  
Morning	   219	   53,9%	   187	   46,1%	  
Afternoon	   208	   51,2%	   198	   48,8%	  
Evening	   127	   31,3%	   279	   68,7%	  
	  










205	   50,5%	   201	   49,5%	  
Location	  near	  
work	  
51	   12,6%	   355	   87,4%	  
Technical	  quality	  
of	  employees	  
226	   55,7%	   180	   44,3%	  
Reputation	  and	  
values	  of	  GCP	  
173	   42,6%	   233	   57,4%	  
Frequency	  of	  
family/friends	  
108	   26,6%	   298	   73,4%	  
Adequate	  
schedule	  
130	   32,0%	   276	   68,0%	  
Diversity	  of	  
activities	  
117	   28,8%	   289	   71,2%	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NA	   Very	  
Insa|sfied	  
Insa|sfied	   Indifferent	   Sa|sfied	   Very	  Sa|sfied	  
SATISFACTION	  WITH	  THE	  RECEPTION	  












NA	   Very	  
Insa|sfied	  
Insa|sfied	   Indifferent	   Sa|sfied	   Very	  Sa|sfied	  
SATISFACTION	  WITH	  THE	  VALUE	  FOR	  MONEY	  











NA	   Very	  
Insa|sfied	  
Insa|sfied	   Indifferent	   Sa|sfied	   Very	  Sa|sfied	  
SATISFACTION	  WITH	  THE	  SCHEDULE	  OF	  ACTIVITIES	  




















NA	   Very	  
Insa|sfied	  
Insa|sfied	   Indifferent	   Sa|sfied	   Very	  Sa|sfied	  
SATISFACTION	  WITH	  THE	  DIVERSITY	  OF	  ACTIVITIES	  
13.3%	  











NA	   Very	  
Insa|sfied	  
Insa|sfied	   Indifferent	   Sa|sfied	   Very	  Sa|sfied	  
SATISFACTION	  WITH	  THE	  WORKOUT	  AREA	  
9.4%	  
0.0%	   0.0%	  
9.6%	  








NA	   Very	  
Insa|sfied	  
Insa|sfied	   Indifferent	   Sa|sfied	   Very	  Sa|sfied	  











































NA	   Very	  
Insa|sfied	  
Insa|sfied	   Indifferent	   Sa|sfied	   Very	  Sa|sfied	  
SATISFACTION	  WITH	  THE	  SAAT	  
2.2%	   1.0%	  










NA	   Very	  
Insa|sfied	  
Insa|sfied	   Indifferent	   Sa|sfied	   Very	  Sa|sfied	  














NA	   Very	  
Insa|sfied	  
Insa|sfied	   Indifferent	   Sa|sfied	   Very	  Sa|sfied	  











































NA	   Very	  
Insa|sfied	  
Insa|sfied	   Indifferent	   Sa|sfied	   Very	  Sa|sfied	  
SATISFACTION	  WITH	  THE	  PARKING	  











NA	   Very	  
Insa|sfied	  
Insa|sfied	   Indifferent	   Sa|sfied	   Very	  Sa|sfied	  
SATISFACTION	  WITH	  THE	  EMPLOYEES	  
	  
	  




























0%	   0%	   3,0%	   42,1%	   54,9%	  
Service	  quality	   0%	   0,2%	   3,4%	   47,8%	   48,5%	  
Dynamic	  concept	   0,2%	   2,2%	   15,5%	   50,2%	   31,8%	  
Facilities	  
preservation	  
0,2%	   1,7%	   10,3%	   55,2%	   32,5%	  





0%	   0,7%	   17,0%	   46,6%	   35,7%	  
Active/Sportive	  
Lifestyle	  
0%	   0%	   11,6%	   46,8%	   41,6%	  
Easy	  accessibility	   0%	   3,9%	   8,6%	   53,4%	   34,0%	  
Would	  recommend	   0%	   0%	   3,0%	   37,7%	   59,4%	  
Overall	  satisfaction	   0,2%	   0,7%	   7,4%	   42,9%	   48,8%	  
	  
8. 	  CROSS	  TABULATION	  MEMBERSHIP	  CARD	  X	  WEEKLY	  REGULARITY	  
























Gold	   100,0%	   50,0%	   34,3%	   53,0%	   41,7%	   42,4%	  
Classic	   0%	   50,0%	   46,6%	   29,5%	   18,8%	   36,9%	  
Star	   0%	   0%	   5,9%	   12,8%	   35,4%	   11,8%	  
Kids	   0%	   0%	   2,5%	   3,4%	   0%	   2,5%	  
Acqua	   0%	   0%	   10,8%	   1,3%	   4,2%	   6,4%	  
	  
9. 	  CROSS	  TABULATION	  WEEKLY	  REGULARITY	  X	  MEMBER	  SENIORITY	  




















Less	  than	  a	  
year	  
0%	   0%	   13,7%	   15,4%	   6,3%	   13,3%	  
Between	  2	  
and	  6	  years	  
0%	   50,0%	   35,8%	   34,9%	   52,1%	   37,4%	  




and	  14	  years	  
0%	   25,0%	   12,3%	   17,4%	   14,6%	   14,5%	  
More	  than	  
15	  years	  
100,0%	   25,0%	   38,2%	   32,2%	   27,1%	   34,7%	  
	  
10.	  SAMPLE	  CHARACTERISTICS	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APPENDIX	  8:	  QUESTIONNAIRE	  FORM:	  
MOTIVATIONS	  FOR	  PHYSICAL	  


























	   	  





1.	  ATTENDANCE	  AT	  A	  GYM	  OR	  
HEALTH	  CLUB	  
Aends	  
Does	  not	  aend	  
APPENDIX	  9:	  MOTIVATIONS	  FOR	  











2. 	  MOTIVES	  FOR	  NOT	  FREQUENTING	  A	  GYM	  OR	  HEALTH	  CLUB	  
	   Selected	   Selected	  (%)	   Missing	   Missing	  (%)	  
It	  is	  too	  expensive	   98	   38,9%	   154	   61,1%	  
I	  have	  no	  available	  time	  to	  do	  that	   67	   26,6%	   185	   73,4%	  
I	  would	  rather	  practice	  exercise	  
outdoors	   66	   26,2%	   186	   73,8%	  
I	  have	  no	  one	  to	  go	  with	  me	   35	   13,9%	   217	   86,1%	  
I	  walk	  or	  bike	  a	  lot	  in	  my	  daily	  living	   31	   12,3%	   221	   87,7%	  
I	  believe	  that	  gyms	  are	  too	  crowded	   20	   7,9%	   232	   92,1%	  
I	  do	  not	  like	  to	  move	  to	  practice	  
physical	  activity	   14	   5,6%	   238	   94,4%	  
I	  already	  practice	  exercise	  in	  a	  sports	  
club	   13	   5,2%	   239	   94,8%	  
I	  avoid	  situations	  where	  I	  can	  be	  judged	  
by	  my	  appearance	   8	   3,2%	   244	   96,8%	  
I	  do	  not	  care	  about	  my	  appearance	   5	   2,0%	   247	   98,0%	  
I	  think	  that	  gyms	  and	  health	  clubs	  are	  
poorly	  attended	   3	   1,2%	   249	   98,8%	  
For	  health	  reasons	   3	   1,2%	   249	   98,8%	  






	  3. 	  MEMBER	  SENIORITY	  IN	  THE	  
CURRENT	  GYM	  OR	  HEALTH	  
CLUB	  
Less	  than	  two	  
years	  
Between	  2	  and	  6	  
years	  
Between	  7	  and	  
14	  years	  





	  4. 	  WEEKLY	  REGULARITY	  AT	  
THE	  CURRENT	  GYM	  OR	  
HEALTH	  CLUB	  
Less	  than	  once	  a	  
week	  
Between	  once	  
and	  twice	  a	  week	  
Between	  three	  
and	  four	  |mes	  a	  
week	  
Five	  or	  more	  
|mes	  a	  week	  
9.9%	   4.8%	  
18.7%	   17.1%	  
90.1%	   95.2%	  












Morning	  (un|l	  12h)	   Lunch	  (from	  12h	  to	  
15h)	  
Aernoon	  (from	  15h	  
to	  19h)	  
Evening	  (aer	  19h)	  








6.	  PREFERRED	  TIME	  OF	  THE	  DAY	  TO	  

























9.	  MEANS	  OF	  TRANSPORTATION	  






7.	  REASONS	  FOR	  CHOOSING	  THE	  CURRENT	  GYM	  OR	  HEALTH	  CLUB	  
	   Selected	   Selected	  (%)	   Missing	   Missing	  (%)	  
Location	  near	  work	   14	   5,6%	   238	   94,4%	  
Location	  near	  home	   61	   24,2%	   191	   75,8%	  
Technical	  quality	  of	  employees	   11	   4,4%	   241	   95,6%	  
Reputation	  and	  values	  of	  the	  
gym	  
13	   5,2%	   239	   94,8%	  
Frequency	  of	  family/friends	   27	   10,7%	   225	   89,3%	  
Adequate	  schedule	   24	   9,5%	   228	   90,5%	  
Diversity	  of	  activities	   23	   9,1%	   229	   90,9%	  
Prices	  practiced	   41	   16,3%	   211	   83,7%	  
Promotion	  at	  the	  time	  of	  
enrollment	   14	   5,6%	   238	   94,4%	  
	  
8. 	  ACTIVITIES	  PRACTICED	  AND	  THEIR	  FREQUENCY	  








Five	  times	  a	  
week	  
More	  than	  
five	  times	  a	  
week	  
I	  do	  not	  
practice	  this	  
activity	  
Cardiofitness	   19,3%	   37,5%	   15,9%	   8,0%	   3,4%	   0%	   15,9%	  
Weight	  lifting	   18,2%	   29,5%	   17,0%	   6,8%	   2,3%	   1,1%	   25,0%	  
Physical	  
conditioning	  
22,7%	   18,2%	   5,7%	   2,3%	   0%	   1,1%	   50,0%	  
Body	  Combat	   8,0%	   2,3%	   5,7%	   0%	   0%	   0%	   84,1%	  
Body	  Pump	   14,8%	   5,7%	   1,1%	   0%	   0%	   0%	   78,4%	  
Power	  Jump	   6,8%	   2,3%	   2,3%	   0%	   0%	   0%	   88,6%	  
Cycling	   18,2%	   5,7%	   3,4%	   1,1%	   1,1%	   1,1%	   69,3%	  
Pilates	   8,0%	   3,4%	   0%	   0%	   0%	   0%	   88,6%	  
Yoga	   9,1%	   0%	   0%	   0%	   0%	   0%	   90,9%	  
Step	   9,1%	   5,7%	   3,4%	   0%	   0%	   0%	   81,8%	  
Aerobics	   3,4%	   1,1%	   0%	   0%	   0%	   0%	   95,5%	  
Martial	  arts	   2,3%	   0%	   0%	   0%	   0%	   0%	   97,7%	  
Dancing	   15,9%	   4,5%	   0%	   0%	   0%	   0%	   79,5%	  













10.	  STATEMENT	  AGREEMENT	  




Agree	   Totally	  Agree	  
If	  another	  gym	  offers	  the	  
same	  services	  at	  a	  lower	  a	  
fee,	  I	  will	  switch	  
6,8%	   17,0%	   31,8%	   37,5%	   6,8%	  
I	  recommend	  my	  gym	  to	  
family	  and	  friends	  
0%	   1,1%	   11,4%	   64,8%	   22,7%	  
If	  I	  am	  unsatisfied	  with	  my	  
gym	  I	  will	  express	  it	  to	  the	  
employees	  	  
1,1%	   12,5%	   28,4%	   42,0%	   15,9%	  
The	  first	  source	  of	  
information	  for	  me	  is	  the	  
Internet	  
1,1%	   10,2%	   10,2%	   54,5%	   23,9%	  
A	  visually	  appealing	  website	  
makes	  the	  difference	  in	  my	  
decision	  
3,4%	   20,5%	   15,9%	   40,9%	   19,3%	  
Using	  celebrities	  to	  promote	  
a	  gym	  attracts	  me	  to	  it	  




11.	  PERSONAL	  MOTIVES	  FOR	  PRACTICING	  PHYSICAL	  ACTIVITY	  
	   Selected	   Selected	  (%)	   Missing	   Missing	  (%)	  
To	  lose	  weight	   25	   9,9%	   227	   90,1%	  
To	  keep	  in	  shape	   68	   27,0%	   184	   73,0%	  
To	  prevent	  diseases	   20	   7,9%	   232	   92,1%	  
My	  doctor	  advised	  me	   5	   2,0%	   247	   98,0%	  
To	  improve	  my	  
appearance	   51	   20,2%	   201	   79,8%	  
To	  relax	   26	   10,3%	   226	   89,7%	  
To	  meet	  new	  people	   2	   0,8%	   250	   99,2%	  
To	  spend	  time	  with	  
family/friends	   2	   0,8%	   250	   99,2%	  
I	  like	  physical	  
competition	   5	   2,0%	   247	   98,0%	  
To	  help	  me	  recover	  
from	  a	  disease/injury	   2	   0,8%	   250	   99,2%	  
It	  makes	  me	  feel	  good	   43	   17,1%	   209	   82,9%	  
	  





PARTICIPATION	  IN	  OTHER	  








13.	  CROSS	  TABULATION	  GYM	  FREQUENCY	  X	  OTHER	  PHYSICAL	  ACTIVITY	  
PARTICIPATION	  
%	  Within	  Other	  Physical	  Activity	  
Participation	  
Other	  Physical	  Activity	  
Participation	   Total	  
Yes	   No	  
Gym	  Frequency	   Yes	  
28,6%	   40,6%	   34,9%	  




PARTICIPATION	  IN	  OTHER	  











FREQUENCY	  OF	  PARTICIPATION	  IN	  OTHER	  
KIND	  OF	  PHYSICAL	  ACTIVITY	  
Less	  than	  once	  a	  week	  
Once	  to	  twice	  a	  week	  
Three	  to	  four	  |mes	  a	  
week	  
Five	  |mes	  or	  more	  a	  
week	  









14.	  CROSS	  TABULATION	  GENDER	  X	  “I	  AVOID	  SITUATIONS	  WHERE	  I 	  CAN	  
BE	  JUDGED	  BY	  MY	  APPEARANCE”	  
%	  Within	  “I	  avoid	  situations	  where	  I	  
can	  be	  judged	  by	  my	  appearance”	  
“I	  avoid	  situations	  where	  I	  can	  
be	  judged	  by	  my	  appearance”	  
Selected	  
Gender	   Female	   62,5%	  Male	   37,5%	  
	  
14.	  CROSS	  TABULATION	  GENDER	  X	  “I	  DO	  NOT	  CARE	  ABOUT	  MY	  
APPEARANCE”	  
%	  Within	  “I	  do	  not	  care	  about	  my	  
appearance”	  
“I	  do	  not	  care	  about	  my	  
appearance”	  
Selected	  
Gender	   Female	   20,0%	  Male	   80,0%	  
	  





	   	  

















<	  18	  	   18	  -­‐	  25	   26	  -­‐	  35	   36	  -­‐	  45	   46	  -­‐	  55	   >=	  56	  
AGE	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APPENDIX	  10:	  BENCHMARKING	  
ANALYSIS	  




Clube	  VII	   Fitness	  Hut	  
Ginásio	  Clube	  
Português	  
Monday	  to	  Friday	   7h	  -­‐	  22h	   7h	  -­‐	  22h30	   7h	  -­‐	  23h	   7h	  -­‐	  22h	  
Saturday	   9h	  -­‐	  20h	   9h	  -­‐	  21h	   9h	  -­‐	  21h	   9h	  -­‐	  20h	  
Sunday	  and	  
Holidays	  
10h	  -­‐	  18h	   10h	  -­‐	  18h	   9h	  -­‐	  18h	   9h	  -­‐	  14h	  
	  
2. HOLMES	  PLACE	  AMOREIRAS	  
	  
Term	  Loyalty	   Platinium	  19	   TOP	  18	   LOCAL	   One	  time	  
Enrollment	  fee	   150€	   100€	  
Monthly	  fee	  
1	  ano	   95	  €	   81,90	  €	   71,90	  €	   125	  €	  
2	  anos	  
	  
69,90	  €	   59,90	  €	  
	  
	  
The	  membership	  includes:	  
• Free	  parking	  for	  3	  hours	  
• Nutritional	  Counseling	  
• Training	  Plan	  
• Sports	  activity	  insurance	  
• Monthly	  fee	  protection	  insurance	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3. CLUBE	  VII	  
	  
Free	  Pass	   Few	  times	  per	  
week	  
Reduced	  schedule	   Access	  to	  
tennis	  courts	  











Workout	  area	   Yes	   Yes	   Yes	   Yes	   Yes	   No	  
Group	  classes	   Yes	   Yes	   Yes	   Yes	   Yes	   No	  
Swimming	  pool	   Yes	   Yes	   Yes	   Yes	   Yes	   No	  
Sauna	  &	  Turkish	  bath	   Yes	   Yes	   Yes	   Yes	   Yes	   No	  
Towels	   Yes	   Yes	   Yes	   Yes	   Yes	   Yes	  
Free	  reevaluations	  and	  
training	  plans	  
Yes	   Yes	   Yes	   Yes	   Yes	   No	  
Daily	  usage	  of	  lockers	   Yes	   Yes	   Yes	   Yes	   Yes	   Yes	  
Babysitting	  (2	  free	  hours	  
per	  day)	   Yes	   Yes	   No	   No	   No	   No	  
Free	  parking	  for	  2	  hours	   Yes	   Yes	   Yes	   Yes	   Yes	   No	  
Acess	  to	  tennis	  courts	   No	   Yes	   No	   No	   No	   Yes	  
	  
MONTHLY	  FEES	  












Temporary	   99€	   119€	   Shared	  card	  




62€	   72€	   57€	  
Individual	   88€	   105€	  
Youngsters	   75€	   88€	  
Family	   74€	   84€	  
	  
SCHEDULE	  











Friday	   Unlimited	   Unlimited	   Unlimited	   14h	  –	  17h	   10h	  –	  17h	   7h	  –	  16h	  
Saturday	   Unlimited	   Unlimited	   Unlimited	   14h	  –	  21h	   14h	  –	  21h	   14h	  –	  21h	  
Sunday	   Unlimited	   Unlimited	   Unlimited	   10h	  –	  18h	   10h	  –	  18h	   10h	  –	  18h	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4. FITNESS	  HUT	  
Access	   One	  Off	   One	   Move	   One	  Time	  
Free	  Pass	  Schedule	   No	   Yes	   Yes	   No	  
Workout	  area	   Yes	   Yes	   Yes	   Yes	  
Locker	  Rooms	   Yes	   Yes	   Yes	   Yes	  
Social	  Networks	   Yes	   Yes	   Yes	   No	  
Group	  classes	   No	   No	   Yes	   No	  
Every	  Fitness	  Hut	  gym	   No	   No	   Yes	   No	  
	   	   	   	   	  
Price	  without	  annual	  
commitment	  
€5,5/week	   €8,8/week	   €11,0/week	   €8,80/day	  
Price	  with	  annual	  commitment	   €4,4/week	   €6,6/week	   €8,8/week	  
	   	   	   	   	  
Monthly	  fee	   17,6€	   26,4€	   35,2€	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APPENDIX	  11:	  WEBSITES	  
COMPARISON	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APPENDIX	  12:	  POWERPOINT	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